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LEGIBLE AND BRIGHT... 


If you were at Brussels World’s Fair . . . you remember! Coca-Cola chose 
Plasti-Line signs to carry this world-famous trademark into the minds of the 
millions who visited the exposition. At the World’s Fair or on Main 
Street, Plasti-Line illuminated plastic signs are exacting duplicates 


of famous trademarks . . . designed to be seen to help you sell. 


Knoxville Tennessee 





see how they run... offset! 


Remington Rand Plastiplate” Masters 


— Your Choice of Three 


The New, Dual-purpose PLASTIPLATE Master, one 
plate developed for these processes 
general Direct Image work. Now 
ing just one plate...and... 


Xerography and 
flexibility by stock- 


The New truly modern Pre-sensitized Photographic 
PLASTIPLATE Master. Image immediately visible 
beautiful line work — superb halftones — excellent cov- 
erage on solids. Finally... 


The Unparalleled Direct Image PLASTIPLATE Master 
better than ever — the finest heavy duty offset plate 
especially designed for the busy shop. 


But prove it for yourself. For free samples, fill in the 


DIVISION OF SPERRY RAND CORPORATION 


Room 1123, 315 Fourth Ave., New York 10 
Please send me free samples of: 


Dual-purpose PLASTIPLATE Masters 
Pre-sensitized Photographic PLASTIPLATE Masters 
[| Direct Image PLASTIPLATE Masters 


NAME 
FIRM 
ADDRESS 


ZONE STATE 
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type is the face 


you turn to the public 


\ copywriter knows the visual excitement created by a 
vood headline. How many hours of hard work and frus- 
tration have gone into this part of the advertising mes- 
sage? How many have achieved greatness in copy for this 
alone? But how many good headlines have been destroyed 
by poor typographic presentation because of the inability, 
lack of experience and understanding on the part of the 
producer? You need a typographer that not only knows 
his business, but effective advertising as well. Advertising 
typography is the ATA member’s business. He has made 
his reputation, not only for good typography but also for 
his ability to interpret an advertising sales message typo- 


graphically. Why not phone your ATA typographer today? 


lt pays to set type right 


ADVERTISING TYPOGRAPHERS ASSOCIATION 
OF AMERICALINC. 


Executive Offices: 461 Eighth Avenue, New York City 
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AKRON, OHIO 

The Akron Typesetting Co 

ATLANTA, GEORGIA 

Higgins-McArthur Company 

BALTIMORE, MARYLAND 

The Maran Printing Company 

BOSTON, MASSACHUSETTS 

The Berkeley Press 

H. G. McMennamin 

Machine Composition Co. 

BUFFALO, NEW YORK 

Sahlin Typographic Service 

CHICAGO, ILLINOIS 

J. M. Bundscho, Inc 

The Faithorn Corp 

Hayes-Lochner, Inc 

Runkle-Thompson-Kovats, Inc 

Frederic Ryder Company 

CINCINNATI, OHIO 

The J. W. Ford Company 

CLEVELAND, OHIO 

Bohme & Blinkmann, Inc 

Schlick-Barner-Hayden, Inc. 

Skelly Typesetting Co., Inc 

COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc 

DALLAS, TEXAS 

Jaggars-Chiles-Stovall, Inc 

DAYTON, OHIO 

Dayton Typographic Service 

DENVER, COLORADO 

The A. B. Hirschfeld Press 

Hoflund-Schmidt Typographic Service 

DETROIT, MICHIGAN 

Arnold-Powers, Inc 

The Thos. P. Henry Co 

George Willens & Company 

INDIANAPOLIS, INDIANA 

The Typographic Service Co., Inc 

KALAMAZOO, MICHIGAN 

Mahoney Typographers, Inc. 
tVPOGR 4 
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LOS ANGELES, CALIFORNIA 
Adtype Service Co., Inc 
MILWAUKEE, WISCONSIN 
Arrow Press 


MINNEAPOLIS, MINNESOTA 
Duragraph, Inc 

NEW YORK, NEW YORK 

Ad Service Company 
Advertising Agencies’ Service Co., Inc 
Artintype, Inc 

Associated Typographers, Inc 
Atlas Typographic Service, Inc 
Central Zone Press, Inc 

The Composing Room, Inc 
Composition Service, Inc 
Diamant Typographic Service, Inc 
A. T. Edwards Typography, Inc 
Graphic Arts Typographers, Inc 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp 
Linocraft Typographers, Inc 
Master Typo Company 

Chris F. Olsen 

Frederic Nelson Phillips, Inc 
Philmac Typographers, Inc 
Royal Typographers, Inc 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc 
Supreme Ad Service, Inc 
Tri-Arts Press, Inc 
Typographic Craftsmen, Inc 
The Typographic Service Co 
Vanderbilt-Jackson Typography, Inc 
Kurt H. Volk, Inc 

NEWARK, NEW JERSEY 

Barton Press 

William Patrick Co., Inc 
PHILADELPHIA, PENNSYLVANIA 
Walter T. Armstrong, Inc 
Alfred J. Jordan, Inc 
Progressive Composition Co 
Typographic Service, inc 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde Inc 

PORTLAND, OREGON 

Paul O. Giesey, Adcrafters 
ROCHESTER, NEW YORK 
Rochester Monotype Composition Co 
ST. LOUIS, MISSOURI 

Warwick Typographers, Inc 
SEATTLE, WASHINGTON 

Frank McCaffrey 

TORONTO, CANADA 

Cooper & Beatty, Limited 





Just Calton Us 


It’s Ideas That Count 


Advertising and sales promotion depend for their effectiveness on ideas. 
Therefore ideas are at a premium, and the buyer of advertising and sales pro- 
motion materials and services should never overlook the opportunity to get some 
exceptionally good ones from his suppliers. 


When printers and other members of the graphic arts are called in to dis- 
cuss production jobs, they should be invited to offer any suggestions for im- 
provement that they can come up with. New ideas in design, unusual color com- 
binations, the use of paper and other materials which have special values for 
the particular application -- all these and more can be developed from really 
creative people in the business of printed communications. 


Suppliers need to have the right equipment with which to produce the work 
Satisfactorily and at a reasonable price, but their service can go far beyond 
this if they are given a chance to utilize their talents in the customer's be- 
half. The latter can always profit by giving his contacts in the trade full 
opportunity to contribute their best ideas to the production of advertising 


and sales promotion which can be distinctive and attention-getting without 
adding anything to the cost. 


Graphic arts Suppliers should be encouraged to bring along samples of work 
they have recently produced, and to explain how it was designed and what 
changes, if any, were made in the original concept. 


In consulting with printers, lithographers, typographers, paper merchants 


and others whose products and services contribute to a successful result, the 
customer will get a lot of extras which are bound to add to the value of his 


sales-building programs. 
SRB /) 
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For high-impact 
P-0-P pieces... 


use NAZ-DAR 
Fast-Dry Screen Process Inks 


As “point-of-salesmen,’’ NAZ-DAR Fast- 
Dry Screen Process Inks are the un-hidden 
persuaders of advertising display! Their 
vivid, eye-catching color sells on sight. 
That's why NAZ-DAR Inks are in greatest 
demand for banners, counter cards, 
streamers, posters and countless other 
types of promotion pieces. Here's another 
three-fold reward when you give the nod 
to NAZ-DAR! 


1) Quick-drying action permits fastest pos- 
sible delivery 

2) Reruns ordered months apart have the 
same matching colors 

3) When NAZ-DAR Inks are used, there's 
no off-setting if jobs are stored for 
drop-shipment. 

NAZ-DAR Fast-Dry Screen Process Inks... 

next time you order, specify them by 

name. Quality-wise and world-wide, no 

other ink’s the same. 


FREE COLOR CARDS: Write today for the latest color cards 
on NAZ-DAR Fast-Dry flat finish and gloss finish inks. Keep 
a card displaying each line on your desk, and send the others 
to your silk screen printer. You'll have a handy color refer 
ence guide 


Consult your silk screen printer for help- 
ful P-O-P suggestions. 


the NAZ-DAR company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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Advertising 
Requirements 


A New System for Keeping Production on Schedule ...... 
Gardner Advertising Co., St. Louis, surveyed leading agen- 
cies before setting up 
tion efficiency 


‘ts new system to increase produc- 
MiLprep WEILER 


How to Move Employes and Still Stay Friends ........... 
What N. W. Ayer did to persuade key staff members to 
move from New York to Philadelphia. ALLEN SOMMERS 


8 A Basic Guide to Jobs in Advertising ............. 
A reference chart, compiled by the Cleveland Welfare Fed- 
eration, of what you need to know to hold down any ad 
job 


How Centralized Handling Boosted Mailing Efficiency ... 
Italian Swiss Colony has given its dealers better service by 
using a mail service shop to handle its point-of-purchase 
material. KENNETH R. MAcDONALD 


Buyers Explain Their Sign Programs ...............+.:. 
A first-hand report on the annual Plasti-Line clinic, which 
brings together major buyers of signs. TED SANCHAGRIN 


8 Printing Progress Report .. pieces aie aerate 
A good look at recent developments in the printing arts, 
which will soon affect every buyer and user of printing. 

RosBert B. Konrkow 


A New Color Process for Advertising ............... 
An explanation, along with an actual sample, of web offset 


color printing on newsprint, which offers high quality at 
low cost 


Disneyland Promotes Itself with a House Organ ........ 
This latest in AR’s series on externals tells about one that 
accepts advertising from its competitors. Dick HopcGson 


What’s Wrong with Art Directors Shows 
An award-winning art director points out that the exhibits 
of advertising art are missing their market. 


Stuart I. FREEMAN 


Pieasing 1000 Customers with One Photograph ........ 
An advertising director tells how he got the photo that 
credited many suppliers without getting over-complicated 

RaAutpH C. CHARBENAU 


How to Cultivate the Teen-Age Market .............. 
A special promotion of Laclede Gas Co., St. Louis, makes 
friends with the buyers of tomorrow by getting them to 
cook with gas 


i’ Seven Steps to Success in Premium Promotion ........ 
A Kimberly-Clark executive gives the rules that helps him 
get the most from his premium offers. J. W. ARNOLD 


A Chocolate Bar for a Birthday Gift . . . niches are 
A company got fine reactions from giving its customers 
and friends a gift on its own birthday F. D. McCay 
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OF CONTENTS 


ee | eee eee ee ee 
Many advertisers are finding efficiencies in using foreign 

direct mail. An American overseas points out some benefits. 

MERLE C. BLAIR 


You Ought to Know About the DMAA Library .......... 
Every user of direct mail can find profitable ideas in this 
storehouse of successful campaigns. 


How Pressure-Sensitive Labels Solved Problems ......... 
A collection of actual examples in which pressure-sensitive 
labels came to the rescue in unusual situations. 


A Sales Program Built Around a Bear ................. 
To move from the industrial to the consumer market is 
difficult, but a good design program can help Jim NASH 


w Which Type of Type er soit antares ices Heresies cle: ae 
A typographic consultant compares the various methods of 
setting hot type, to help you pick the best for you. 

G. H. Perry 

How to Up-Grade Salesmen Bene eie teva enedeal arn : 
The story of the Academy of Lighting Arts, an effort af 
General Electric to improve selling in the lighting field 


How Pre-testing Builds Better Television Commercials ... . 
Wilkins Coffee got more effective response from its spots 
by showing them to test audiences in advance 

STANLEY E. COHEN 
® An Exhibit is a Place to Sell ....... 


Its advertising manager tells how Houghton & C o. trains its 
salesmen for greater effectiveness in its exhibit booths 


Douctas C. MINER 
How to Get Attention at a Trade Show 


A newcomer to New York’s Toy Fair had to do nensthing 
special to get prospects Fay CARLSON 


® Semi-Annual Editorial Index 


A listing, by department, of the feature articles run in the 
last six months of 1958. 


W Articles for your Adman’s Handbook 


DEPARTMENTS REGULAR FEATURES 
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AMSTERDAM 
CONTINENTAL TYPES 
& GRAPHIC EQUIPMENT, INC. 
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IDEA NO. 147 


Miller Adds K-S 
““Golden-Touch” 


To tie in with their national ‘Golden 
Touch of Quality” theme, Miller 
Brewing Company of Milwauke« 
designed a “‘standout”’ package in 
gold and red. This called for ‘‘eye- 
dentification”’ at the point of sale 

so Miller offered a wide variety 
of dealer P.O.P. Among the best 
were this 2-sided door sticker and 
back-bar or wall plaque, designed 
and produced by Selling Aids Co.. 
Milwaukee. Under the watchful ey« 
of Roy Desjardine they were beau- 
tifully screened in black, red, and 
gold on clear polystyrene — then 
coated with self-sticking Kleen- 
Stik for fast, easy peel-an’-press 
application 


K-S K-S K-S K-S K-S K-5 K-S K-S K-S K-S K-S K-S K-S K-S 


Curr) 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


a 
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IDEA NO. 148 


Nautical — and N-Ice! 


The plastic Ice Buckets manufac- 
tured by Jack’s Lamp Co.,in Brook- 
line, Mass., are pretty handsome 
au naturel, as it were—but when 
they’re dressed up with these saucy, 
salty Kleen-Stik emblems, color- 
fully screened on Mylar, they’re the 
n-icest! Owner Louis Stern had 
Nurenberg Studios, Bostondisplay 
firm, do the job in bright red and 
blue, with Sam Evans handling the 
breezy design and Larry Carey the 
shipshape production. Result: a 
“see-worthy”’ decoration that sticks 
tight despite moisture and cold. 


Ahoy, Mr. Advertiser! Steer a 
straight course for your regu- 
lar printer, lithographer, or 
silk sereener, and have him do 
your next P.O.P. display or la- 
bel job with Kleen-Stik—the 
top hand in salesman-ship! 


S-M S*M S"M S*M S"M S"M S*H S"M S"M SH S"H S"M S"H s-» 
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Pioneers in Pressure-Sensitives 
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7300 W. Wilson Ave. ® Chicago 31, Ill 


oO qo * January 1959 


The Editors 


Aggressive Program... 


POPAI Takes Steps 
To Build Sounder 
Industry Practices 


One of the problems that has con- 
stantly plagued both producers and 
users of point-of-purchase materials 
is the old bugbear of speculative 
presentations. 

This problem has been a con- 
stant source of discussion wherever 
p.o.p. people gather. But while ev- 
eryone has been more or less in 
agreement that “something should 
be done about it,” little concrete 
action has been taken in the past. 

That’s why we were particularly 
impressed with the Point-of-Pur- 
chase Advertising Institute's first 
National Members’ Meeting held in 
Atlantic City in October. Out of 
this meeting came a five-point code 
designed to eliminate some of the 
evils of speculative presentations 


> Here are POPAI’s “Five Guide- 
posts to Sounder Industry Prac- 
tices.” While they’re aimed primar- 
ily at p.o.p. producers, they will 
pay off only when given an affirm- 
ative “vote” through acceptance by 
display buyers 


1. Refuse to speculate with more 
. To keep 
the expenditure of time, material, 
effort and money at a workable lev- 
el and to enable the suppliers who 
are called in to get closer to the 
client’s problem, and thus do a more 
effective job, POPAI members are 
urged not to be a party to the mob- 
scene speculations commonly re- 


than four competitors 


quired by some advertisers 


2. Refuse to knowingly bid on an- 


other man’s design and confine 


presentations to a limited number of 


Display typefaces in this issue 23 
29—Karnak Black Condensed; 34 
Futura Bold Condensed; 52 
Futura Demibold & Handlettering; 62 
ern & Italic; 70 

83—Mandate; 89 
10] Tempo Black Italic; 105 


lensed 


B »doni 


sketches . . . It is unethical for a 
producer to work on another pro- 
ducer’s design and it is unethical 
for an advertiser to ask a produce) 
to do so. Violations in this area 
should be publicized and _ con- 
demned by POPAI and the entire 
industry. 


3. Reexamine the producer-client 
relationship Creative ideas 
flourish best in the healthy climate 
of mutual respect and confidence 
in which each party knows exactly 
what is expected of himself and 
those he is working with. All efforts 
should be made to establish a basis 
for such understanding between 
producers and users of point-of- 
purchase materials. 
4. Analyze the role of the salesman 
in a Sound approach to speculation 
. Salesmen play an important part 
in this matter of speculation. To 
avoid unnecessary losses, a_ sales- 
man should find out in advance all 
he possibly can about the company 
he is dealing with, its marketing 
problems, its outlets, its budget for 
the particular product he’s called in 
on, if possible, and the company’s 
policy regarding point-of-purchase 
advertising. In other words, sales- 
men must be educated by thei: 
managements and by POPAI to 
speculate wisely under the prope 
conditions. 
5. Reexamine the producer-supplier 
Clarification and 
improvement of practices is badly 
needed in three specific areas: stor- 


relationship 


age, realistic delivery dates, and 
the practice common to some com- 
panies of calling in several mount- 
ers and finishers to bid on a single 
job, minimizing the value derived 
from continuing service and expert 
workmanship 


> Now that this five-point program 


Tempo Bold Condensed; 26—Dom Casual 
Clipbook #57; 42—Venus Bold Extended & 
Handlettering & Tempo Bold Condensed Italic; 59 
Tempo Bold Condensed; 65 
Rondo Bold; 73—Bodoni 
Venus Extended Bold & Alternate Gothic #3; 95—Studio Bold 
Black & Italic; 109 


Bernhard Mod 
Bold: 76—Craw Clarendon; 80—Brody 


Karnak Black Con 











At the Barash Company’s plant in New York, precision machin 


ery and modern quality controls combine to produce Koverit 
economically for dire ct distribution to hook « over manufacturers 


Whether you present your report or sales promotion materials 
just once or time after time, a handsome, long-lived cover mace 
* Koverite is a practical way to preserve its neatness 


New Koverite helps you keep the presentation presentable 


Book cover manufacturers know, purchasing agents are Rich-looking, durable Koverite 


comes in a wide 
learning: a presentation cover made of Koverite is a 


range of permanent colors as well as in a handsome 
sound investment in a good first impression. At any variety of grain textures that simulate the appearancc 
price. The fact is, a Koverite cover costs as much of fine leather. Koverite die-cuts cleanly, and it takes 
as 15‘¢ less to make and less to buy than ones made screen printing, stamping, and embossing extremely 
of any comparable materials that match Koverite’s 


well. It is an attractive, rugged, book cover material 
flawless quality. 


with a sensiblv low price 


Color clear through t Tough to tear, 


+ 
Special corrugated container . 
oy verite> 


Manufactured and Distributed by 


’ . ) 
The Barash ( mpany adiviston of 


UNITED STATES PLYWOOD CORPORATION 


+ 
| 
| 
! 
l 
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The Barash Company _— Dept. AR 1-59 
122 Fifth Avenue, New York 11, N. Y. 
Name 

Firm 


Address 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Bond 


The very finest genuinely 
watermarked sulphite bond. 
For easy identification, the 
substance number is made part 


of the watermark. 


Smoother running... 


sharper, clearer reproduction. 


Moisture controlled for di- 
mensional stability. Precision 


trimmed for greatest accuracy. 


Ask your Franchised 
EASTERN Merchant (or write 


direct) for a generous sample. 


EASTERN 


Manitess 
Atlantic J 


KASTERN 


FASTERN FINE PAPFR AND PULP DIVISION 


STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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has been enthusiastically received 
by the member group, POPAI head- 
quarters is at work on a compre- 
hensive and far-ranging educational 
program. This program will be 
aimed both at implementing the 
sounder industry practices guide- 
points and more generally at over- 
all improvement for the point-of- 
purchase medium. 

Four specific steps have already 
been taken by POPAI to further 
these aims: 


e POPAI has inaugurated a new 
monthly publication, the Point-of- 
Purchase Pocketnews, a monthly 
digest for executives containing a 
variety of information about the 
p.o.p. medium. (See page 33 for de- 
tails about getting on the mailing 
list.) 


e Plans are under way to develop 
an authoritative volume covering 
“The Responsibilities of the Pro- 
ducer and the User in the Produc- 
tion of Merchandising Materials.” 


e A series of Trade Practices Re- 
ports will be sent to POPAI mem- 
bers to point out instances where 
there are serious infractions of what 
the association feels are sound trade 
practices. 


e An educational advertising pro- 
gram will be instituted in trade and 
business publications to 
POPAI objectives. 


explain 


We had an opportunity to discuss 
this aggressive program with 
POPAI executive director Bill Mee 
in New York recently and were im- 
pressed by the spirit with which 
the association is moving forward. 
The program is certainly one de- 
serving of support by every supplier 
and buyer of displays 


> There’s a clever booklet you will 
want to write for. E. J. Rockey of 
Alcoa public relations recently sent 
us a copy of a 20-page brochure 
featuring a collection of cartoons 
from leading magazines. All of the 
bits of humor poke fun at the 
aluminum outdoor telephone booth. 

Copy throughout ties in with the 
cartoons. For example, one of the 
cartoons reprinted from The New 
Yorker shows a hunter in an out- 
door phone booth, surrounded by 
five hungry bears. He is saying, 
“Operator, I want you to listen, and 
listen carefully Alcoa’s copy 
points out, “He could have saved 
the dime. Alcoa cutdoor booths are 
bear-proof!” 

The idea of using published car- 
toons is a natural (and inexpensive, 
too). If you want to see how effec- 
tively Alcoa has handled the job, 
drop a note to Aluminum Company 


of America, 751 Alcoa Building, 
Pittsburgh 19. Just ask for the car- 
toon booklet about aluminum tele- 
phone booths. 


> The following memo from man- 
aging editor Bob Konikow is of 
interest just as it stands: 

“Spent a full day out at Park 
Ridge, helping to judge the annual 
contest sponsored by the Natl. Flex- 
ible Packaging Assn. and the Pa- 
per, Film & Foil Converter. I was 
one of five judges, the others being 
Bill Farr, of Montgomery Ward's 
package design section; Doug Smith, 
a vice president of Robert Sidney 
Dickens Inc., the Chicago design- 
ers; Herb Webb, president, Red & 
White Corp., a national chain of 
groceries; and Murray Sachs, a De- 
troit rack merchandiser, and active 
in the American Rack Merchan- 
disers Institute. 

“We started promptly at nine, go- 
ing over the nearly 400 entries. They 
were laid out on tables set up in 
the basement of a church nearby, 
which had been rented for the oc- 
casion. They were divided into 14 
classes, depending upon the par- 
ticular type of packaging material 
used. It took us all day to score 
each of the entries, and then to com- 
pare and correlate the scores each 
of us had given each entry. 

“As far as I can remember, this 
is the longest time I’ve spent in 
church for a long time. And, not to 
be flippant, it was one of the most 
rewarding. I learned a lot about 
packaging that day. 

“Then we got together and com- 
pared impressions. On the whole, 
the number of entries which showed 
imagination and taste were remark- 
ably few. There was almost com- 
plete agreement on the low level of 
design. And only a -few 
showed an 
packaging. 


entries 
original approach to 

“The greatest advancement was in 
the increasing use of polyethylene, 
especially in pre-formed bags. Al- 
most everything was being packed 
in this plastic material, and some 
of the printing on it was magnifi- 
cent 

“The poorest category was th: 
waxed paper bags which hold po- 
tato chips. Both printing and de- 
sign were far below the standards 
of other categories, but, I was told, 
there has been great improvement 
in the past five years. In addition, 
potato chips are selling like mad, 
high standards or no, so what’s 
wrong with the package? 

“Can't tell you about the winners 
until the NFPA convention next 
month. It’s down in Boca Raton, 
and don’t you think I ought to cover 
it?” 44 





PRIDE IS A TASTE. A savory broth. Delicately seasoned. Culmination of 
experiment, care and anticipation. Pride. Made of many things. The force that 
sets one man’s efforts above another’s. Just enough. Proud printers have it. Pride. 
The difference in Atlantic fine papers. 


EASTERN 
Monrtes, 


, o 
AD Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent At lantic 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, MAINE 
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Ot/ 
SOLVED 


rr 


Have you solved a work-a-day problem simply and effective- 


ly? Tell us how, 


in not more than 200 words, with pictures or 


drawings where possible. ADVERTISING REQUIREMENTS will pay 


$10 each for items published here. 


ADVERTISING 
No material will be 


REQUIREMENTS, 


Send materials to Editor, 
200 E. Illinois St., Chicago 11. 


returned unless specifically requested, 


and accompanied by return postage 


Versatile Card File 
Doubles as ‘Key Sort’ 


As a free-lance copywriter, serv- 
ing principally advertising and pub- 
lic relation agencies, I have a com- 
bined client-prospect list of fewe: 
than 100 names. This list is on 
individual cards filed in alphabetical 
order for quick reference, 
less of classification 


regard- 


This poses problems solved only 
by the 
small 


“key-sort” system, but my 
client list prohibited the 
printing of specially-designed cards. 

My solution was to devise my own 
“poor man’s key-sort” system a 
card index file that doubles as mail- 
ing list and client record 

Using 6x4” 


as follows: 


blanks, I set them up 


Company name, address, phone 
number, and contact in upper left 
section of card (typed) 

Mailing & follow-up record en- 
tered by hand in lower section 
“Key-Sort” 
right corner 
for “A” 


public 


Hand-punched holes 
advertising agency, “P” 
relations, “O” 


services, 


other (art 
management consultants, 
etc.). An ad agency card would 
have “P” and “O” 


one for a pr 


notched out; 
company would 


have “A” and “O” notched, etc 


Now, when tailored 


mailing to advertising agencies, I 


sending a 


just stab a knitting needle through 
the “A” hole, upend the cards fo 
fast reference, and the unwanted 
(notched) cards drop off the needle 
May be a little crude, but effective 
for the small operator 
CATHERINE M 
Philadelphia 


MARRIOT 


Simple Roller Device 
Acts as Lint ‘Pick-Up’ 


A handy roller fo: 


erasures, lint, etc 


removing 
, from drawings o1 
cloth can be made in a jiffy 
discarded 


trom a 
frozen fruit juice can 


classification in upper 


Punch a small hole in the center of 
the bottom, and for the top 
has been removed 


which 
substitute a 
dise of corrugated cardboard. Punch 
a small hole in the center of the 
disc 

Fashion a handle, with a forked 
end, out of the wire from a clothes 
hanger and insert the ends into the 
holes you already made in the con- 
tainer. 

Now the roller is ready for use 
and needs only a “pick up” sub- 
stance. This can be made by attach- 
ing strips of masking tape to the 
roller, sticky side out. You'll find 
this roller will remove hairs, lint 
and erasure-leavings that formerly 
could not be blown or brushed off. 

GLEN F. STILLWELL 

Manhattan Beach, Cal 


Spotty Stats Trouble 
Eased by Bleach Job 


Many times, stats (particularly 
blowups) come back marred by a 
speck here or there. These can be 
removed by touching the speck with 
tincture of iodine and then a wash- 
over with a solution of photogra- 
pher’s hypo which will bleach out 
the iodine and halftones as well. 
The chemical name for this hypo 
is sodium hyposulfite and a solution 
can be made easily with approxi- 
mately 10 tablespoons to a pint of 
water. Avoid contaminating solu- 
tions, by using separate eyedroppers 
to apply liquids. The iodine can be 
applied with a brush or cotton swab 
and need not be dry when the hypo 


make POLLACK your 


SINGLE SOURCE FOR 
LITHOGRAPHY or LETTERPRESS 


From we SIGNS to POSTERS 


For LAMINATED FINISHES 


From BUSINESS CARDS 
TO AD REPRINTS 


For STOCK STORE TRIM DESIGNS 
or RETAIL CO-OP DISPLAY 


For CUSTOM POSTER SERVICE 


For STOCKING, BULK OR DROP 
SHIPPING 


Discuss it with 
The Nation's Printer 


POLLACK PRINTING CORPORATION 


BESIG LITHOGRAPH DIVISION 
POLLACK POSTER DIVISION 


877 Main Street, Buffalo 3, New York 
New York City Office—175 Fifth Ave 
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is flowed on. This can be repeated if 
necessary until tones disappear 


ee Finally, rinse with clear water sev- 
Next Month im ' | eral times with sponge on in the 
sink. 

Photos can also be silhouetted 
with iodine via this process, painting 
out unwanted tones and following 
the same procedure as for speck- 
removal. 

In this case, however, the final 
step is to wash print in cool running 
water and dry it between blotting 
paper sheets. Prints thus silhouetted 
really sparkle but care is needed 
with the brushwork. Once _ those 
black tones are gone .. . they’re 
really gone! 


Cows 
at the 
Waldorf 


What happened 
when Pfizer 
brought its 
barnyard to 
New York 


HENRY SZAFARZ 
Art Director, Szafarz Associates, 
Boston 


Finds Press Tie-In 


Eases Office Handling 
Trademark 


in 
Action 


A man with a spiral face 
serves to unify an 
international advertising 
campaign for an 
electric razor 


We were satisfied with ow 
monthly power-promotional news- 
letter, but a bit perturbed by the 
office time it required to handle it. 

Our solution was to run the 
newsletter as a half-page ad in the 
local newspaper and send free cop- 
ies to the people who weren't al- 
ready on the paper’s subscription 
list. This system results in the fol- 
lowing advantages: 


e It gives local appliance dealers a 
chance to advertise right along with 
our promotional articles. 


Capturing 
Public 
Interest 


A traveling 
show helps 

tell people 
about the 
Chevy features 


e It creates extra goodwill among 
power users who now receive the 
“local news” along with our elec- 
trical promotions. 


@ It enables about a thousand fam- 
ilies who aren't in our service area 

but might be in the future to 
learn about our rates and services 


e It frees the office girls from the 
task of addressing, mailing and pre- 
paring copy for printing. 
Don BENNETT 
Power Use Advisor, Big Horn 
County Electric Co-op, Lodge 
Grass, Mont. 


Signs 
Designed 
to Do a Job 


When Maremont wanted to 
boost its sale of 

mufflers, it turned 

to a newly-designed 

sign which set new records 


Novel Art Board Surface 
Features Self-Healing 


Anyone who has worked with an 
artboard for any length of time is 
well aware of its limits in taking 
abuse. The different types of paper, 
cardboard, ete., I tried as a protec- 
tive surface always resulted in a too- 
quick need of a replacing surface 
due to dirt, paint, ink, or cutting. 

My perfect answer to this came 
when I obtained a flat sheet of 
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REGAL BOX CO 
sree (7) 


“Neolite,” the stuff used to make 
shoe soles, and cut it to fit the area 
of my drawing board 

This surface “heals” itself when 
cut into with a razor blade or mat 
knife, never peels off in layers when 
cellophane tape or masking tape is 
used, and won't buckle, warp o1 
blister when it is washed 

While it is comparatively expen- 
sive about $2.50 per square yard 
-eight months of continuous use, 
convinces me it’s a bargain 

Leo LESLIE 
Ad. Megr., Wellco Shoe Corp., 
Waynesville, N.C 


Envelope Design Speeds 
Rush Orders Through 


Rush orders, buried in stacks of 
incoming mail, frequently were held 
up several hours before being deliv- 
ered to billing for processing. Un- 
fortunately, this delay of hours 
often resulted in a day’s delay in 
shipping. 

Our first step in the solution was 
easy. Bright cherry red envelopes 
marked “Rush Special Order En- 
closed” were distributed to all of 
our customers. These easily identi- 
fied envelopes received top priority 
when incoming mail was opened 

The second step was to get cus- 
tomers to keep these special orde: 
envelopes on hand and use them 
consistently 

Our solution was practical and 
rather novel. Each customer was 
sent a pad of 25 bright red enve- 
lopes. A business reply posicard, re- 
questing another pad of 25 enve- 
lopes, was inserted after the 22nd in 
the pad. The idea of using envelopes 
from a pad was enthusiastically re- 
ceived by customers, and the de- 
layed order situation was ended 

W. F. SMITHANA 

Sales Prom. Dept., Walker Mar- 

keting Corp., Racine, Wis 


VENUS regular 


yht from 6 to 36 point 
medium from 6 to 84 point 
bold from 8 to 84 point 
extrabold from 8 to 84 point 
light italic from 8 to 36 point 
medium italic from 8 to 36 point 
bold italic from 8 to 66 point 


BAUER ALPHABETS, INC. 


4 


rk 


Xt 


Chidh CALCULATOR 


COMPANY 
633 Plymouth Court, Chicago 5, Ill., Dept. B-12 


CALCULATORS 


for faster selling 


Graphic Calculators quickly and 
easily solve problems connected with 
the use or selection of your product 
or service, Precision made of 

paper or plastic (but low in cost), 
they simplify even complex 
operations. For example, the model 
shown calculates weight per 1000 
pieces for any given size of 8 alloys 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Calculators and 
full information 
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READERS 


We Saved The Day 


e Thanks so much for your immedi- 
ate answer to my telephone inquiry 
regarding the manufacturer of a 
particular sales promotion item. 

The information was apparently 
at your finger tips. I have contacted 
the manufacturer and the day was 
saved, thanks to you. 

Watiace H.KINnz 
Asst. Ad Mgr., Hooker Chemical 
Corp., Niagara Falls, N. Y. 


Onward With Mimeo 


e Each issue of AR stimulates at 
least one good idea. I find it a 
most valuable tool in so many ways. 
In addition to your fountain of 
ideas, your September issue gave a 
bonus. Please accept our thanks 
for your “Mimeograph: Sales Pro- 
motion’s Most Improved Tool.” 
You've rendered valuable serv- 
ice for users and potential users 
in explaining some of the econo- 
mies, uses and newness in stencil 
duplicating. 
E. F. RAINney 
Milo Harding Co., Monterey 
Park, Cal 


Popular Cartoon 


e I will venture to wager that noth- 
ing, but nothing, you have 
done in the way of promotion has 
come within ten miles of 


ever 


getting 
you the word-of-mouth play that 
your recent cartoon (see cut) is 
getting 


Every one in Los Angeles is talk- 


So | said, ‘‘Let’s resign the account. 
Nobody's going to buy a hoop to 
play with." 


ing about it. A News-Mirror col- 
umnist raved about it. I guffawed 
over it for days. 

Congratulations to the nameless 
one who saw fit to buy it! 

Bos CarTER 
Ad. Megr., Utility Trailer Mfg. Co. 
City of Industry, Cal. 


(Also congratulations to the artist 
who conceived it—Richard Downes, 
Philadelphia . . . The nameless one) 


Public Service 


@ Thank you so very much for the 
grand editorial in ADVERTISING RE- 
QUIREMENTS (“Let's Win More 
Friends for Advertising,’ Novem- 
ber). 

This is particularly valuable be- 
cause we all feel that we haven't 
been too successful in getting the 
news of advertising’s good deeds out 
to the people in our own industry. 
I hope the day will some time come 
when the accomplishments of ad- 
vertising in the field of public serv- 
ice will be talked about by every- 
one in the business. 

If it does, I think we will go a 
long way in rebutting the criticism 
of advertising and in changing the 
public image that pictures advertis- 
ing people as a pretty hard-boiled, 
selfish, grasping bunch. 

THEODORE S. REPPLIER 

Pres., The Advertising Council, 

Washington. 


Who’s Biggest? 


@e One of the things that makes a 
conscientious editor tear his hair 
is to publish what looks to him like 
a good story, and then have an 
irate reader write in to tell him 
that he is wrong about the whole 
thing. I am referring to the story 
“The . World’s Largest Revolving 
Clock.” (AR, November) 

There is no question that Car- 
ter’s clock is a big one, but in No- 
vember 1957 we dedicated a clock 
here in Fort Worth, atop the Con- 
tinental National Bank Building 
(see cut) that is not only consid- 
erably larger, but has other unique 
features which are the first of their 
kind in the world. 

For the record, it weighs 77 tons, 
is 28x44’ one each side, and uses 
1,000 electric reflector lamps. It was 





designed and engineered by Fed- 
eral Sign and Signal Corp., built 
and installed by Federal Sign Co 
of Texas, Ft. Worth. 
GorpdoN TEAGUE 
Evans & Associates, Fort Worth 
(Perhaps we should have called our 
November article “The World’s 
Largest Revolving Clock with 
Hands.” Or does somebody want to 
challenge that? . Ed.) 


Likes Zip Tags 


e Greetings on a string, as fea- 
tured in your November issue, was 
particularly interesting for us, as 
we, too, used Zip-Tags for last 
year’s Christmas card 
Never have so many people com- 
mented on our holiday greetings. 
BERNARD I. Burt 
Acct. Exec., The Benjamin Katz 
Agency, Philadelphia 


Contest Fan 


@ We are very much interested in 
entering advertising contests with 
the material we produce for ou 
clients, and so often we are not no- 
tified in advance of such contests 
that are being held throughout the 
country 

Would you be so kind as to send 
a list of those that you are familiar 
with? 

BLANCHE TANOUS 
Heintz & Co. Inc., Los Angeles 


(A regular feature of AR, “Com- 
petitions for you to Enter,’ appears 
monthly, enough before the closing 
date for you to prepare your entry 
This month it is on page 16 Ed.) 


Advertising Buttons 


® We would appreciate it if you 
would furnish us with the names 
and addresses of concerns manufac- 
turing advertising buttons, such as 
those used for campaign purposes 
JuLEs L. PLANGERE 
Prod. Mgr., Asbury Park Press, 
Asbury Park, N.J 


SUPERASE BOND 


Typing errors . . .even whole phrases . . . can now be erased 
like magic with just an ordinary soft rubber pencil eraser. 
There’s no smudge—no smear. Pen and ink signatures, how- 
ever, are just as permanent as on regular bond paper. 

Gilbert Superase Bond is also excellent from an appear- 
ance standpoint. It has the smart cockle finish always associ- 
ated with quality papers, and it has a sparkling whiteness— 
good opacity. 

In printing for letterheads or formwork Gilbert Superase 
Bond requires no special handling. It is not slippery, will 
take any hard drying ink, and there is no tendency toward 
“tackiness.” Your printing supplier or Gilbert Merchant 


can give you complete information, 


Send for Free Superase Folder, 


which includes erasure testing area. 


Gilbert Paper Company 


Menasha, Wisconsin an ’ ) 
Gentlemen GILBERT 


Please send Free Superase Folder with test area. PAPER COMPANY 


Name 
Firm Name 
Street 


City 





Musical Themes in Advertising 
’ Sponsored by American Music Confer- 
— ence; information from the Philip Lesly 
Co., 100 W. Monroe Street, Chicago 3. 
This is a partial list of currently available reprints of AR articles. A complete Covers any printed or outdoor advertise- 
list ran in the December, 1958, issue. Unless another price is given, each sells ments eH a es al theme to a 
for 25. In lots of 10 of any single reprint, the price is 20¢ each; lots of 50 minieaanenaean sl 45 vege lil tease live ar 


are no restrictions on who may submit 
or more, 15¢ each; lots of 100 or more, 12'/2¢ each. Order by number from entries. 


Reprint Editor, Advertising Requirements, 200 E. Iilinois St., Chicago 11. Please Closes Jan. 12, 1959 
enclose payment if your order is under $2. 


cm ee ee ee ee ee we we we we ee ee Lithographic Awards 


Sponsored by Lithographers & Printers 

New This Month Natl. Assn. Inc., 597 Fifth Av. Neu 

263 Why an Agency Opened its Own Supermarket — by Kenneth R. MacDonald York 17. Open to all lithographic plants, 

The re ehind the store run by Cunningham & Waist regardless of association affiliations 

a eee Awards cover 49 classifications of ma- 

Art terial produced in the last year. Special 

categories this year include the “Lithog- 

rapher’s Own Promotion” consisting of 
, 7 ae t ’ , , pr ‘ yer se {-< A ; Ss y é ; ig : 

241 How a Cartoon Choracter Sparks a Campaign — by Treadwell D. Covington elf-advertising material produce d by 

he entire fon “ ‘ plants to promote their own _ services, 

and a new sub-division under point-of 

purchase material entitled “Outdoor Dis 

plays Paper, Board, Cloth and Other 

Audio-Visuals Material.” In the packaging classifica- 

303 A Basic Guide to Business Films tion, labels and wrappers produced by 


256 How to Buy Graphic Arts Materials — by Donald Davis 


236 A Code of Ethics for Art 


other processes will be accepted because 
a septa of the strides in that specialty. Six 
224 The Art of Communciation — by Richard A. Naumann (50¢) awards in each classification will be 


262 How to Get More from your Film Budger — by Fred A. Niles 


4 y ‘ hosen. 
198 Less Than lc Per Impression a oy Mildred Woiter Closes Jan. 13, 1959 


177 The Use of Tape Recorders . Advertising —_— by H. Jay Bullen (50) 


145 Audio- Visuals Don't Have to Cost a Lot of Money te Be Effective. eee ak Educational Film 

Library Assn., 250 West 57th St., Neu 
Binding York, 19. Open to all non-theatrical 
l6mm films and sound or silent film- 
strips released in the U.S. during 1957 
and 1958. Entries are eligible from the 
Direct Advertising educational, industrial, medical, cultural, 
and religious fields. Entry blanks are 
available from Emily Jones, Administra- 


193 Loose-leaf Binding 


304 A Basic Guide to Direct Mail 


Klists 1 e effect } tive Director, EFLA, 250 W. 57th St., 
261 How to Get an Effective Christmas Card — by Bette Macon New York 19 
254 Peek-a-Boo Envelopes Can Sell ree Closes Jan. 20, 1959 


214 Are Amateurs Ruling Direct Mail? a ie Dick Hodgson 
The Loeb Awards 
Sponsored by The Sidney S. Loeb 
' ' J ? ) ‘ c. Ope s 
103 All the People Some of the Time — by Nicholas Samstag Memorial Foundation Inc. pen to busi 
. ness and financial writers who have had 
a single or series of articles, editorials or 
columns published in the United States 


172 202 Tips for Direct Mail Advertising (50¢) 


Engraving 


during the past year. Top awards in 
I f 

203 Progress Report on Electronic Engraving — by David Seltmen . a both the newspaper and the magazine 

155 Assembling Color Sloments Can Save Time and Money — H. c. Latimer category will be given on the basis of the 


for t t winning entries’ contribution to a better 
141 ~——  e One Set of Color Plates Do the Work of Severe! a the coed ¥. public understanding of our free enter- 


prise economy. Additional entry informa 
tion is available from Loeb Awards, 230 
E. 41st St.. New York 36. 

Closes Jan. 30, 1959 
Exhibits 


112 Do's and Don'ts for Better Engraving 


309 105 Ulcer Reducers for Exhibitors 


239 Borrow an Idea from St. Louis — by Mildred Weiler Car Card Awards - 
ht Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 East 43rd St., 
192 Exhibit Photos — How to Put Them to Work ii ’ pais. New York 17. Monthly competition open 
© thaty trad ; to advertisers, agencies and graphic arts 


223 Showmanship at a Home Show — by Phil Seitz 


191 How to Get More from Your Trade Show Dollors — ‘by William s. Orkin leaders for best car card of the month. 


178 The Growing Importance of Fairs as an Advertising Medium a by heme Joseph W ene entry will be } icked from a dif- 
' wea rf » ferent city each month from among car 
146 How to Get the Most Benefit from Trade Shows cards submitted by NATA members, 
Excer t unibit ma y pract hint agencies and advertisers throughout the 
country. Best of monthly winners will re 
ceive award for the outstanding car card 
of the year 
Closes monthly 
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COning OL 


Qewm~ entions 


All meetings listed here are annual 
conventions, unless otherwise described. 


JANUARY 


20-23 Vatl. Flexible Pack 
Waldorf-Astoria, New York 


21-23 . Special Packaging Conference. 
{merican Management Assn Biltmore, 


New York 
23-25 International Sign Assn... Morri 


son, Chicago 


aging {ssn.. 


FEBRUARY 


3-5 Society of the Plastics Industry 
Conference, Edgewater Beach, Chicago 
20-21 . Screen Process Printing Assn 
Management Conference. Sheraton-Jeffer 
son, St. Louis 

28-March 3 ‘ {dvertising Specialty 
Guild Exposition. LaSalle. Chi 


cago 


MARCH 


1-4 Natl. Electric gen ssn Morri 
son, Chicago 

4-6 . Gravure Technica 

Drake, Chicago 

10-11 ‘ Canadian Natl. Packaging 
Conference. King Edward. Toronto 

15-19 Vatl {ssn. of Radio & Tele 
vision Broadcasters Conrad Hilton Chi 
cago 

19-27 Master Photo Finishers & Deal 
ers Assn., Auditorium, Philadelphia 

20-23 {dvertising Specialty Vatl 
{ssn.. Spring Meetings and Show, Palmer 
House, ¢ hicago 

23-26 . Folding Paper Box Asst 
{merica, Drake, Chicago 

24-26 Point-of-Purchase Adve 
Institute, Palmer House, Chicag 

30-April 1 {dvertising Essentials 
Show. Biltmore. New York 

31-April 2 Natl. Paper Trade Assn 


Spring Convention, Waldorf-Astoria, New 
York 


APRIL 
4-13 Lyons Internationa 


Lyons, France 

6-8 . Sales Promotion Executi: 
Roosevelt. New York 

6-9 . Natl. Premium Buyers Exposi tier 
and Conference. Navy Pier, Chicago 

13-14 Electrotypers & Stereotypers 
Spring Technical Conference & Exhib 
tion, Royal York, Toronto 

13-16 Natl. Packaging Shou Amer 
ican Management Assn International 
Amphitheatre, Chicago 


MAY 


4-8 ° Society of Motion Picture & TI 
Engineers Fontainebleu, Miami-Beach 
Fla 

13-15 Research & Engineering Coun 
cil of the Graphic Arts Industry, Sheraton 
Me Alpin New York 

22-25 . . Engra ed Stationery VUiers 
{ssn King Edward heraton, Toronto 


cT 
BRINGS YOUR NAME AND may 
FACE TO FACE WITH BU a 
Right Where Sales Are Ma 


. America’s newest 
. most adaptable 
advertising medium. 


For conventions, 
exhibits, sales meet- 
ings, store and window 
displays, schools and 
demonstrations. 


. Your choice of 
decorator colors, any 
length, dry cleanable, 
re-usable, flameproof. 


. Free Sketches, 
sample swatches, esti- 
mates, idea booklet. 


HOLLYWOOD BANNERS logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
BES yi S New York 16, N. Y. . TELEPHONE: OR 9-4790 


Nothing So Expensive 
as an Unread Ad 


Here Type Can 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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OVER 300 YEARS 


of Collective Mai!’ 
Experience 


a backed by the 
most complete facilities and the 
highest ideals of service in the 
mailing list field. These are the 
credentials of The National Coun- 
cil of Mailing List Brokers; the 
qualifications that enable NCMLB 
members to prove their guarantee 
of the most competent, reliable list 
service available. 


E ach member of the National 
Council of Mailing List Brokers is 
prepared to serve you as you 
should be served: rendering many 
extra aids and courtesies extending 
far beyond the usual client-broker 
relationship. Each has an enviable 
record of “doubling in brass’’—as 
a consultant, confidant and market 
analyst. Each can refer to the re 
sults of exhaustive and continuing 
performance studies when selecting 
the right lists for specific offers. 
When you call upon an NCMLB 
member, you can be sure that you 
will be working with an able and 
reliable expert who has met the 
rigid requirements of an estab 


lished trade association 


Rai owner or mailer, what 


ever your status, whatever your 
problem, the expert service of a 
Council member is but a_ phone 
call away 


Look for this seal: 


AAD 
a 
MEMBER 


NATIONAL COUNCIL 


MAILING LIST 
BROKERS 


A 
Mn 2d 


It's your guarantee of 


The Most Competent, Reliable 
List Service Available 


Mr. Felix Tyr 

National Counc f Ma 
55 West 42nd Street 
New York 36 N.Y 


MEMBERS OF THE NATIONAL 
COUNCIL OF MAILING LIST BROKERS 


Archer-Bennett List Willa Maddern 


Service In 215 Fourth Avenue 
140 West 55th Street New York 3, N.Y 


New York 19. N. Y SP 7-7460 
JU 6-3768 Mosely Mail Order 
George R. Bryant List Service 
71 Grand Avenue 38 Newbury Street 
Englewood, N. J Boston 16. Ma 
MU 8-2651 CO 6-3380 
f Names Unlimited 
Lists, Inc In 
381 Fourth Avenue 352 Fourth Avenue 
New York 16, N. Y New York 10,N. Y 
OR 9-7160 MU 6-2454 
Walter Drey, In D. L. Natwick Co 
257 Fourth Avenue 136 West 52nd Street 
New York 10. N. Y New York 19. N. Y 
OR 4-7061 CO 5-8616 


Guild Cc James E. True A 
150 Engle Street 419 Fourth Avenue 
Englewood, N. J New York 16. N. Y 
BR 9-0461 MU 9-0050 
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for ADMEN 


e My Life With Paper, by Dard 
Hunter, Alfred A. Knopf Inc., New 
York, 237 pages, $5 . There are 
not very many true craftsmen left in 
this mechanical world of ours, but 
no listing dare omit Mr. Hunter. 
For most of a very full life, he has 
devoted himself to the study of the 
art of handmade paper, and this 
book tells of how he pursued his 
interests all over the world. 

Among his achievements that will 
leave a permanent imprint on the 
graphic arts are his early, monu- 
mental history, “Papermaking: The 
History and Technique of an An- 
cient Craft,” and the Dard Hunter 
Paper Museum, at Appleton, Wis. 
Brochures on more specialized as- 
pects of papermaking, printed by 
hand on handmade sheets of paper 
from type he himself had cast, are 
highly-prized collectors items. 

While this book has plenty of 
trivia, such as what the Crown 
Prince of Korea had for breakfast 
in 1933 (two tangerines, three hard- 
boiled eggs and a pot of black tea), 
there is plenty of papermaking lore. 

An additional distinction of this 
book is the inclusion of a tipped-in 
piece of Chinese spirit paper and a 
specimen of handmade paper from 
Mr. Hunter’s own mill, produced in 
1930 


@ Hoaxes, by Curtis D. MacDougall, 
Dover Publications, New York, 338 
pages, $1.75 . The power of the 
printed word is something which 
should frighten all of us who have 
the responsibility for using it. Its 
effect is lasting and its impression 
is deep. 

Dr. MacDougall, a professor of 
journalism at Northwestern, has 
told the story of hoaxes throughout 
history. While some of them have 
been harmless, others, like the no- 
torious “Protocols of the Elders of 
Zion,’ have had their evil effect on 
history. Their tenacity in remaining 
alive is remarkable. 

The most notable, and current, 
example is the bathtub hoax of H. 
L. Mencken. In 1917, in his news- 
paper column in the New York 
Evening Mail, he included a com- 
pletely fictitious account of the in- 
troduction of the bathtub to Amer- 
ican society. In spite of several 
widely-disseminated disclaimers, 
the story seems to have become part 
of American history. It crept into 


newspapers and magazines, syndi- 
cated columns and advertisements. 
It has even been incorporated in 
presidential speeches, and has ap- 
peared in print as recently as 1954. 

If there is any lesson to be learned 
from admen, it is to be doubly care- 
ful: first, of what you accept as 
truth and second, of what you put 
down with the aspect of truth. What 
you write may live long after you. 

By the way, the book is interest- 
ing to read for itself. 


© Creative Thinking, by Charles S. 
Whiting, Reinhold Publishing Corp., 
New York, 168 pages, $3.95 ... Are 
there any ways for getting more 
new ideas and better one? This has 
been a controversial topic and much 
thought has been given to the tech- 
niques of improving creativity. 

Brainstorming has received a 
good deal of publicity, more, per- 
haps, than its sponsors really 
wanted. But brainstorming is only 
one of the techniques which have 
been developed to encourage origi- 
nal thinking. 

This little book, one of Reinhold’s 
Management Science Series, de- 
scribes several techniques, evalu- 
ates them, and acts as a general 
guide to the subject. The author is 
with Market Planning Corp., a Mc- 
Cann-Erickson affiliate, and has had 
wide experience in the practical ap- 
plication of creative training meth- 
ods 


® The Technique of Advertising 
Production, by Thomas B. Stanley, 
Prentice-Hall Inc., Englewood Cliffs, 
N.J., 216 pages, $10 . This large 
(9x12”) volume takes the reade: 
from the ad idea to the ad itself, 
going through and explaining how 
a printed advertisement is produced 
Chapters, clearly written and well 
illustrated, cover the basic appeal, 
layout, illustration, color, engraving, 
printing, type, paper and planning 
Now in its second edition, this is a 
good book to put in the hands of 
those who want to know what print- 
ing production is all about. 


® Television Advertising, by Clark 
M. Agnew & Neil O’Brien, Mc- 
Graw-Hill Book Co., New York, 
330 pages, $9.50 . If you want a 
one-volume introduction to using 
television to sell a product, here is 
one that will do the job. Starting 
with an examination of why tele- 
vision is used as an advertising 
medium, and its advantages and 
disadvantages as compared with 
other media, an explanation of the 
psychology and peculiar nature of 
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BUSINESS 
JUDGE es oe MAN 


Puzzled Sponsor . . . Television demands 
that a sponsor play many roles, say the 
authors of “Television Advertising.’ 


a sponsor, the role of the agency, 
the book follows the building of a 
commercial from the initial idea 
through its appearance on millions 
of television screens. The informa- 
tion is detailed enough and com- 
plete enough to fill in the gaps 
which occur too frequently among 
those who have been concentrating 
in only a few phases of this com- 
plicated art 

A useful appendix includes a dic- 
tionary of television terms and 
codes or standards of practice that 
affect television advertisers. 

According to the authors, this 
book has been five years in the 
writing, during which it served as 
the basis for a course in the sub- 
ject given at Fordham University 


© International Directory, Mem- 
bers of Advertising Agency Net- 
works, by W. H. Long, 5347 N. 
Santa Monica Blwd., Whitefish Bay 
17, Wis., 8 pages, $3 . . . This mimeo- 
graphed bulletin lists the members 
of seven agency networks, giving 
their headquarters, and the affiliates 
of each according to state and city. 
It winds up with a two page analysis 
of the networks and how they work. 

This is the first issue of a pub- 
lication that is announced for semi- 
annual release. 


e Magazine Circulation and Rate 
Trends, 1940-1957, by the Assn. of 
Natl. Advertisers, 155 E. 44th St., 
New York, 188 pages, $15 . . . This 
book, compiled by a committee un- 
der the chairmanship of Frank 
Pamentel, Schenley Industries, looks 
at the circulation and advertising 
rates of 60 leading ABC-audited 
consumer and farm _ publications 
over an 18 year period. Total circu- 
lation, type of circulation, adver- 
tising rates, cost-per-thousand are 
included in the tabulations, both 
in actual figures and in charts. 
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APRIL, 1959 
April 1 
{pril Fool's Day 


April 1-30 


Cancer Control Month 
Proclamation ). 


(Presidential 


Cereal and Milk Spring Festival 
sponsored by Cereal Institute Inc., 135 
S. LaSalle St., Chicago 3 


National Hobby Month sponsored 
by Hobby Guild of America, 550 Fifth 
Av., New York 19 


National Ladder Month sponsored 
by American Ladder Institute, Tower 
Suite 2441-2, 666 Lake Shore Drive, Chi 
cago Il 


Pearadise-in-April sponsored = by 
Pacific Coast Canned Pear Service, 11 


South 7th Av., Yakima, Wash 


Vational Rug Cleaning Month spon 
sored by Natl. Institute of Rug Cleaning 
7355 Wisconsin Av., Bethesda 14, Md 


{merica’s Heartland Development Month 
sponsored by Earle M. Burnett 51 
319 Sharp Bldg., Lincoln 8, Neb 


April 1-May 31 
Clean-Up, Paint-Up, Fix-Up Community 
Development Program sponsored by 
Natl Clean-Up, Paint-Up, Fix-Up Bu 
reau, 1500 Rhode Island Av., NW, Wash 


ington o 


Spring Festival of Gas Ranges 
sponsored by Americ an (as Assn., 420 
Lexington Av., New York 


April 4-11 
Lets All Play Ball Week sponsored 
by The Sporting Goods Dealer, 2098 
Washington Av., St. Louis 3 


Vational Crochet Week . . Sponsored 
by Natl. Needlecraft Bureau, 430 Park 
Av.. New York 22 


April 5-11 
Vational Noise Abatement Week 


by Natl. Noise Abatement Council, 
W. 46th St., New York 36 


April 5-12 
National Tobacco Distribution Week 
sponsored by Natl Assn. of Tobacco 


Distributors, 200 Fifth Av., New York 
10 


April 6-12 


Vational Boy's Club Week sponsored 
by Boys’ Clubs of America, 381 Fourth 
Av., New York 16 


April 7-14 


Vational Laugh WV eek sponsored by 
Natl. Laugh Foundation, Comedy World 
Publishing Co.; Comedy Workshops of 
America; Natl. Assn. of Gagwriters: 
P.O. Box 835, Grand Central Station, 
New York 17 
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April 8-14 


Pan American Week 
Proclamation } 


(Presidential 


April 12-18 


National Library Week . . . sponsored 
by American Library Assn. & Natl. Book 
Committee, 24 W. 40th St., New York 


April 12-19 


Brand Vames R eek sponsored by 
Brand Names Foundation, 437 Fifth Av., 
New York 16 


April 13 


Vational Mother-in-Law Day spon 
sored by Museum of American Comedy. 


lol Westchester Av.. Crestwood, N.Y. 


Coffee Day sponsored by Organiza 
tion of American States, Washington: 
Pan American Coffee Bureau, 120 Wall 
St., New York 


National Sidewalk Superintendents’ Day 
sponsored by the Society of Sidewalk 
Superintendents, 983 Cherry St.. Win 


netka, Ill. 
April 13-20 


{merican Comedy Week sponsored 
by Museum of American Comedy, 161 
Westchester Av. Crestwood, N.Y 


April 14-18 


Chemical Progress Week 7 sponsored 
by Manufacturing Chemists Assn. Inc 


1625 Eve St.. NW, Washington 6 


April 19 
Patriots Day 


April 19-25 


Vational Secretaries Week sponsored 
by The Natl. Secretaries Assn., 222 W 
Lith St., Kansas City 5, Mo 


Vational ) WCA Week ; sponsored by 
Young Women’s Christian Assn. of 
U.S.A., 600 Lexington Av., New York 


”) 


Good Human Relations Week spon 
sored by Dale Carnegie Club Intl., 5420 
N. College Av., Indianapolis 


Vational Garde n n ee I, 


sponsored by 


Natl Council of State Garden Clubs, 
Essex House, New York 19 


April 20-25 
Bike Safety Week sponsored by 


Optimist Intl., 1721 Railway Exchange 
Bidg., St. Louis 1 


April 20-26 


Vational Retail Credit Week : spon 
sored by Natl. Retail Credit Assn.. 375 
Jackson Ay., St. Louis 5 


April 23 


Vational Social Hygiene Day spon 
sored by American Social Hygiene Assn 


1790 Broadway, New York 19 


April 23-May 2 
Hardware Week, pina sponsored by Natl 
Retail Hardware Assn., 964 N. Pennsy! 
vania St., Indianapolis 4 


April 25-May 2 
Vational Baby Week (Food and Drugs) 
°. « sponsored by Gerber Baby Foods 
c/o Public Relations Dept., D’Arey Ad 
vertising Co., 430 Park Av., New York 


April 26-May 2 
Vental Health n eek sponsored by 


Natl. Assn. for Mental Health. 10 Colum 
bus Circle. New York 19 


National Invest-in-America Week 
sponsored by Natl. Invest-in-America 
Committee, 121 S. Broad St., Philadel 
phia 7 


Vational Baby Week (Dry Goods) 
sponsored by Earnshaw Publications Inc 


1O1 W sist St.. New York 1 


April 27 


Summer Millinery Openings Begin 
sponsored by Millinery Institute — of 


America Ine., 1450 Broadway, New York 
18 


April 27-May 3 


United States-Canada Goodwill Weel 
. sponsored by Kiwanis Intl. 520 N 


Mic higan Av., Chicago 11 


What Editorial Work Gets You Into 


The following 


memorandum 
from Associate Editor Bette Macon 
gives you a glimpse behind the ed- 
itorial curtain, and what it takes to 
put together even such a routine 
(7?) listing as our monthly Promo- 


tion Almanac. 


Dear Boss: 
The age of specialization seems to 
have reached its peak over at the 
imerican Dairy Association. Called 
there yesterday to check on those 
dates 


Promotion Almanac 


spon- 
sored by them. After explaining 
my problem to the switchboard, I 
was connected to a very nice young 
lady in public relations who lis- 


tened quite sympathetically to my 


bewilderment their 


concerning 
“Seafoods with Butter Months.” 


“Gosh, [I'm sorry,” she said, 


“but Til have to switch you to 
Miss ——! She’s butter, you 
know, we're just milk here.” 

“Oh ... well, can Miss —— 
give me the dates for your Easy 
Lenten Meals With Cheese Time?” 

“Our what time?” asked the 
young lady. 

“Your Easy Lenten Meals With 
Cheese Time,” I repeated, feeling 
more than a little silly at this point. 

“Oh, no, I'm afraid not. You'll 
have to talk to Mr. —— for that 


one. He’s cheese, you see.” 
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By Mildred Weiler 
Since Gardner Advertising Co., 
St. Louis, changed both the name 
and procedure of its traffic con- 
trol system, an average of 300 to 
400 jobs a week reach deadline time 
with less effort, a greater degree of 
internal working harmony, and 
saving of time and money for both 
agency and clients. 

In addition to a number of in- 
novations in actual control proced- 
ures, Gardner became one of the 
first agencies to bring broadcast 
creative and production work flow 
under its Internal Control Depart- 
ment. Specific time schedules are 
now assigned for art, copy and 
storyboards, and production of com- 
mercials for radio and television 

Creative director William L 
Spencer, who is also a member of 
the Gardner board of directors, and 
George Morgan, director .. the In- 
ternal Control department, ex- 
plored methods of other agencies, 
notably in New York, before re- 
vamping the department and chang- 
ing the name from Service to In- 
ternal Control 


>In setting out the department’s 
new objectives in agency-wide staff 
meetings, Gardner president Charles 
E. Claggett said: “The department, 


RADIO 
AND TV 


‘| Keepin 


of 


ei Tule 


Pe: 


How Gardner Advertising Co., St. Louis 
has made sure that its production jobs, 
radio and television as well as print, 
move through its office and issue on time. 


tool of 
signed to 


as a management, is de- 
help creative and _ staff 
departments and account groups do 
a better job, and to help the en- 
tire agency render efficient 
service to our clients 
“Members of the Internal 
trol Department are not 
for the 
groups,” 


more 


Con- 
working 
interests of the account 
he explained, “or for the 
interests of the creative department 
They are working for the best in- 
terests of the agency as a whole.” 

In addition to Mr. Morgan as di- 
rector, the 
eight 
secretaries. 
ordinate 
from 


includes 
three 


department 
control managers and 
Control 
jobs through every 
their initiation after client 
conference, through the final ship- 
ment of plates to print media, or 
broadcast copy, tape or film to ra- 


managers Cco- 
step 


Meurer o 


Initial Control Sheet . . . This simple 


form starts off the control procedure 
This job order form is attached to the 


outside of the master envelope 


dio and tv Control man- 
agers have both the responsibility 
and authority to control the work, 
to put priorities on jobs and to 


schedule work in progress. 


stations 


» Once each week the control man- 
agers meet with Morgan 
to discuss problems. If any prob- 
lems doesn’t yield readily to the 
control manager's efforts, then Mr 
Morgan makes the 


director 


steps in and 
necessary contacts. 
“We people 
coming more and more to recognize 
that it’s very helpful to be able to 
learn the 


find out account 


exact status of all a 
client's jobs in process,’ 
trol director Morgan. 


time 


says con- 
“At the same 
how to take 
inevitable crash-jobs 
that must be fitted into the agency 
work schedule. We know the ac- 
count executive has to be on the 


we've learned 


care of the 


firing line meeting changing mar- 
keting requirements of clients.” 


’ Such flexibility was also an im- 
portant factor in the successful in- 
corporation of broadcast schedules 
into the department. Creative direc- 
tor Spencer and Mr. Morgan found 
that agencies had _ blue- 
printed plans for adoption of con- 
trol over broadcast, but 


were actually in effect 
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several 


that few 








r 
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comm fit «ut cowem 


Control Status Report . . 


. Each account 


executive gets 


weekly report on each 


f the jobs with which he is concerned 
‘ 


Control Conference . . . Key people get 
together frequently to make sure every 
thing is under control. Here department 
Control 


Manager Jane McCabe discuss art speci 


fications with art buyer Richard Best 


director George Morgan and 
4 ) 


PRINT 


BLACK & WHITE 
WORKING DAYS 


Copy & Layout* 

Approval of copy & layout 

Complete final art 

Approval of final art 

Complete mechanical 
production 

Final approval 

Duplicates & shipping 


Total 


*Copy & layout based on average allowable time for 
layout of ad in existing campaign and layout of ad in 


new campaign 


For cost estimates, allow 3 days extra 


For gravure or outdoor 4-color, reduce schedule by 5 


working days. 
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Gardner experience indicates that 
writers can pretty well estimate 
needed, and that broadcast 
copy and art can be subjected to 
definite schedules. When difficulties 
arose, or more time was required, 
jobs were rescheduled. “After all, 
this still happens to us on print 
jobs, too,’ Mr. Morgan explains. 

Five months after the incorpora- 
tion of broadcast jobs into the in- 
ternal control mechanism, Gardner 
was able to issue a schedule of 
minimum time requirements which 
lists workable time 
broadcast jobs. 


time 


schedules for 


> Gardner 
forms and 


innovation in control 
procedures has also 
helped to produce time-saving jobs 
to as much as two full days in get- 
ting specific jobs into motion. Basic 
forms were devised to provide copy- 
writer and artists with resource 
material and basic instructions on 
media, size and color, before the 
comprehensive order for actual me- 
chanical requirements is issued. 

Important key to the success of 
the system is the emphasis placed 
on “Put it in writing.” In fact, a 
placard in the department quotes 
president Claggett’s initial admoni- 
tion: “Verbal authority is not ac- 
ceptable.” 

“While we still confer occasional- 
ly in the halls about jobs,” Mr. Mor- 
gan explains, “nothing 
starts until it’s in writing.” 


actually 


> Two methods can initiate such an 
action on a single ad, or a full cam- 
paign. The first is the Conference 
Report from the account executive, 
which circulates within the agency, 
and which also serves to keep the 
client informed. The second is the 


Production Time Table 


BROADCAST 
4-COLOR 


Internal Control Memorandum, 
which refers to the particular phase 
of the job to be put in motion. It’s 
the official request to the Internal 
Control department that art and 
copy, for example, is needed, and 
the date when the finished art is 
to be ready. 

Either or both of these forms, to- 
gether with background and other 
resource material goes into a large 
(114%x14”’) pocket envelope _ to 
which is attached the copy and lay- 
out order. The order is assigned a 
number and the order must be 
authorized by an account executive. 

Either the copywriter or the art 
director receives the envelope with 
the job order form attached. The 
one who does not receive it gets a 
copy of the job order form. Usually 
the copywriter receives the envelope 
first and then turns it over to the 
art director along with his 
after it has been written. 


copy 


> The Internal Control department 
sets up the copy and layout due 
dates based on the media deadline, 
and the work load in both art and 
copy departments. 

The tendency to put aside work 
on one job for another, simply be- 
cause the deadline is known to be 
far off, is eliminated by placing the 
emphasis on the scheduled due date 
rather than the closing date. 

“It’s the responsibility of Internal 
Control to schedule the work to 
meeting closing dates,’ Mr. Morgan 
said. “Each individual working on 
any assignment is responsible to 
deliver his part of the job as sched- 
uled.” 

Since the 
effect both 
ments find 


been in 
depart- 
copywriters and 


system has 
copy and art 
that 


WORKING DAYS 


Copy and/or storyboard 10 


10 Approval of script and/or storyboards 5 
5 Completion of live network ty 
15 program commercials (after final 
5 script approval) 
Completion of live radio program 
30 commercials (after final 
script approval) 
Completion of recorded radio com- 
75 mercials (from start 


of production) 
Completion of live action tv film 
commercials (from start 
of production) 


35 


Completion of animated tv film com- 
mercials (from start 


of production) 
Additional radio pressings or tv commercial prints re- 


60 


quire approximately 10 days to 2 weeks 





artists actually have more time, re- 
sulting in production of even bet- 
ter creative work, because of level- 
ing of some of the traditional ad- 
vertising agency “peaks and 
leys” in the creative 


val- 


process. 


> A Production Order Form is 
made out in nine copies in the In- 
ternal Control department when a 
job is ready for final art produc- 
tion. The words Date Wanted, 
printed in red, appear on each copy. 
In that space appears the date 
schedule for final copy, layout, art 
and type. The Date Wanted is giv- 
en instead of the closing date, so 
each persons involved in produc- 
tion of the job, sees only the date 
his work is due and not the final 
closing date. 

Copies of the Production Order 
Form go to the account executive, 
layout, copy, production, art buyer, 
type, bookkeeping, forwarding de- 
partment and the Internal 
Control department’s permanent 
record file. 

More detailed mechanical instruc- 
tions go into the multi-leaf produc- 
tion or radio-tv requisition forms 
which catch up with the job order 
envelope later, and which are also 
distributed to 
to initiate action. 

In addition to speeding up job 
initiation, this particular system also 
eliminates 


one to 


other departments 


unnecessary changes of 


instructions for mechanical 


duction as the job proceeds. 


pro- 


> A filing system also permits close 
cross-checking between copywriters 
and art together with 
control managers of all the jobs in 
work. The department staples a du- 
plicate of the brief work order form 
to a cardboard the same size as the 
job envelope, and this is 
with 
files 


directors, 


rotated 
others in compartmentalized 
divided among “today,” “to- 
morrow,” and “next week,” in crea- 
tive offices. A control manager can 
easily check progress of work with 
both copywriter 
with the system 

Each Monday a Control Status 
Report, which lists the progress of 
each job, goes to every one work- 
ing on, or with the particular ac- 
count. The made out in 
the Internal Control department and 
shows what jobs are at work, prog- 
ress 


and art director 


report 1s 


made 


and reminds 


concerned 


each, 
department 
its part is due. 
The divided into fow 
columns: Job+, Media, Status, and 
Due. Content of the di- 
vided into headings such as Ac- 
count Group, Copy and Layout, Fi- 
nal Art, and Production 


on 
each when 


form is 


report is 


This makes 


for 
which 
status report. 


it easier 
area 


the 
the 


find 
on 


everyone to 
concerns him 


> Mr. Morgan has also achieved a 
welcome change of pace by using 
several devices to help maintain 
the tight control. One is use of the 
cartoon follow up such as “A July 
Reminder to talk to .’ illus- 
trated with a startled character and 
exploding firecrackers. Reaction to 
this type of follow up, signed by 
the respective member of the In- 
ternal Control, fa- 
vorable. The cartoon forms, of 
course, are created within the 
agency's own art department. 

Mr. Morgan also uses a framed 
motto, the 


cate. 


has been very 


one word “Communi- 

Another device to help leaven the 
strict routine of the department is 
a giant size reproduction of a “By- 
Pass” which the 
one period of discussion, 
tion or 


“permits beare! 
instruc- 
general conversation in re- 
the 


jurisdiction.” 


gard to his 


assignment unde 


>» After the final art production on 
a job, the material then goes to the 
production department 
gravings, When 
proofs have been approved, the en- 
gravings 


for en- 


ete. engravers 
and_/o1 duplicate 
shipped to 
proper orders 
by the forwarding department 

All material from the large pocket 
size envelope either goes back to 
the account executive or to the 
agency’s library, unless material was 
used final production. The 
empty envelope then is ready fo 
use on a new job. 

Since the Internal Control 
tem has been in effect the problem 
of getting copywriters and artists 
free from overload has been large- 


ma- 
terial is publications 


along with insertion 


for 


sysS- 


ly overcome 


> President Claggett said the agen- 
cy considered the tightening of con- 
trols an essential step in maintain- 
ing the quality of the work, as well 
as controlling the 
keep with the 
growth to its record 
of $22 million in 1957 
Gardner 


work flow, to 


pace company’s 


billing total 


renovated its 


recently 
completely, 


more 


offices adding 
40°, space. As 
renovation, the agency put the In- 
ternal Control department at the 
hub of the creative and production 


about 
part of the 


areas to increase efficiency. 
Mr. Claggett said Gardnet 
be glad to 


othe: 


would 
hono1 from 
agencies for forms and other 
new material developed fo1 


the Internal Control 


requests 


use ol 
Department 
44 


Light-Hearted Reminders 


mimeo sheet 


Coveted Cards . . . Not 
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Graphic Guide to 
Gracwus Living 
in Philadelphia 
engraved especially; to 


Neu York Ayerhiles he 
A Slifer, Cartographer 





U ‘ 
Adman’s View of Philadelphia . . 
companied by a list of agency people wh« 


By Allen Sommers 


Last February, N. W. Ayer & Son 
announced that it planned to bring 
together all writers and artists in a 
single creative department in Phila- 
delphia to handle tv, radio, publica- 
tions, outdoor, promotional material 
and direct mail. 

The Radio-Television Depart- 
ment, the Public Relations Depart- 
ment and New York Service were 
to remain in New York. 

In this merging of personnel, 
Philadelphia would have to wel- 
come 30 members of its New York 
staff as residents of Philadelphia 


>» The campaign is considered one of 
Ayer’s most successful in its long 
history. In fact, more than three- 
quarters of the New Yorkers de- 
cided to make the big move a 
high percentage in view of the 
many family problems that affect 
decisions to move from one city to 
another. 

While the announcement of the 
move was made in February, man- 
agement of the agency set a target 
date of mid-May, to allow for the 
Philadelphia office to provide in- 
formation about living in Philadel- 
phia to the radio-tv writers and art 
directors. 
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. This map helped to 





rient transteree 


lived in each community 


How to Move Employes 
And Still Stay Friends 


A plan was evolved on paper and 
then set into motion 


and the 
first—was to set up a committee to 
answer many 


> One of the major steps 


kinds of questions 
Among the questions they prepared 
themselves for were 

e What are the various Philadel- 
phia suburbs like? 

@ What about living in the city? 
@ What are prices for homes? 

© How about rents and transporta- 
tion, schools, and places to shop? 


Such a remote question as “How 
do I transfer my car registration 
and get a Pennsylvania 
license” were prepared for 


driver's 


> This important committee was 
headed by copywriter Richard D 
Conly, of the Philadelphia office. He 
was picked because he had lived 
both in New York and Philadelphia, 
and had made a number of moves. 
He was familiar with the problems 
of relocating in a strange city. 

Each major residential section of 
metropolitan Philadelphia was rep- 
resented on the committee by a 
copywriter who lived in that sec- 
tion. Each member then turned in a 
brief written report on living condi- 
tions in his area. 

Following this, an information kit 


Here is how N. W. Ayer & Son 
planned for a move of some of 
its own personnel from New 


York to Philadelphia. 


was prepared for each New Yorke: 
The kit included the 
residential areas, a 


reports on 
special map 
showing these areas and transpor- 
tation lines in simplified form, an 
Automobile Club map of the Phila- 
delphia area, a list of Philadelphia 
writers and artists and the areas in 
which they live, and a questionnaire 
on housing needs. 

The kits were distributed at a 
question-and-answer session in 
New York. In following weeks, the 
New Yorkers were supplied with 
lists of real estate agents who were 
favorably known to Ayer Philadel- 
phia, lists of apartment houses and 
descriptions of them, and lists of 
houses for rent and sale 


» Members of the Philadelphia com- 
mittee also were prepared to go 
house or apartment hunting with 
the New Yorkers on evenings and 
weekends. 

The best part of the welcoming 
plan was that Ayer paid the ex- 
penses so that the New Yorkers 
could visit Philadelphia and hunt 
for places to live 

By May 19, when the combined 
creative department went into op- 
eration in Philadelphia, most of the 
New Yorkers either had lined up 
places to live or had fairly exact 
ideas of just what they wanted. 44 





A Basic Guide to Advertising J 


To the beginner, the world of advertising is a con- mittee, Welfare Federation of Cleveland, 1001 Huron 
fusing place. Novels about the “advertising game” Rd. Entitled “Cleveland Careers in Advertising,” one 
present one picture; textbooks used in schools and col- of its features is the table reproduced below and on the 
leges a quite different one. It is difficult for any indi- next page. 
vidual, even one with the widest experience, to answer While the salary ranges are those discovered in 
questions which have reference to fields outside of his Cleveland, they are believed to be representative of all 
immediace circle. but the largest centers of advertising, especially New 


A useful contribution to the counseling field is a York and Chicago. At any rate, the data can serve as a 
booklet prepared by the Occupational Planning Com- starting-point for job guidance anywhere 


EDUCATIONAL PRINCIPAL DUTIES OPPORTUNITIES FOR MINIMUM 
BACKGROUND ADVANCEMENT SALARIES 


Men Wemen 


TYPE OF POSITION WHERE TO APPLY REQUIRED EXPERIENCE 


Art Director Agencies, larger retail stores, 5-10 years experience in Art school graduate or Supervise department; buy art, plan cam- Top art director, execu- 7,500 to 5,000 to 
large manufacturers studios, agencies or free- equivalent in art training paigns, make layouts tive in advertising 15,000 top 7,500 
management 


lance art 
Asst. Art Director Agencies, primarily Approx. 5 years experience As above Asst. director, buy ort, plan campaigns and Art director 5,000 to 4,000 to 
make layouts for specific accounts. 7,500 6,000 


as above. 
Commercial Artists Agencies, studios, retail stores, 2 to 5 years experience in Advanced art training Prepare finished art. Asst. art director or top 4,000 to 3,000 to 


manufacturers, newspapers. commercial art. 
Fashion Artists Retail stores and specialty 2 or more years experience. Advanced art training Prepare finished art. 3,000 3,600 to 
shops, newspapers. 7,500 top 
ilustretors Art studios. (?) years. Advanced art training. Prepare finished art. 7,000 to _ 
12,000 
Layout Artists Agencies, studios, retail stores 2 or more years experience. Advanced art training. Prepare comprehensive layouts. 3,600 to 2,500 to 
12,000 3,600 


and chains, manufacturers. 
Letterers Studios, retail stores and 2 of more yoars experience. Art courses Prepare finished lettering. 3,600 to 5,000 


chains, manufacturers. 

Apprentices: Some agencies, studios, some Opportunities for the inex- 
larger retail stores and i 
larger manufacturers. 


rn a RR A RR RR RR RR RR RR RR RR RR A 


CREATIVE WRITING FIELD 
Copy Chief Agencies, primarily. Some Approx. 10 years experience 
larger stores. in writing advertising or English, journalism or mar- prepared in the department. management 


allied material. keting. 
Copywriters Agencies, retail stores and 2 to 4 years experience in As above. 
Advertising and chains, manufacturers and writing. 
Sales Promotion service industries. 


Redio, TV and Films Agencies, broadcasters and 2 to 4 years experionce in College degree. Major in 
film producers, radio, TV or film writing. English, Journalism — some show and film scripts. 


dramatics. 


Some art training. Make paste-ups, some simple layouts and Experienced artist 1,800 to 1,800 up 
artwork, general handyman, 2,400 


College degree. Major in Supervise copy department, pass on all copy Executive in advertising 10,000 to None 
15,000 


Prepare copy for advertisements in news- Copy chief, account 4,000 to 3,000 to 
papers, magazines, trade papers, direct mail, executive, asst. adver- 6,000 5,000 
booklets and brochures. Often speeches ond ising manager 


sales skits. 

Prepare copy for radio and TV commercials, Radio or TV producer or 3,600 to 3,600 to 
director — account ex- 7,500 4,800 
ecutive, asst. advertis- 
ing manager 


Apprentice Copy writers Agencies, retail stores, manu- Opportunities for the inex- College background pre- Prepare copy as assigned under close super- Experienced 1,800 to 1,800 to 
copywriter 2,400 2,400 


facturers. Perienced. ferred. vision, 
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sOMESTIC 


How Centralized 
Handling Boosted 
Mailing Efficiency 


Careful handling 

A special appreciation 
of the end-use mean 
arrival in good 


condition 


Specialist needed 

To properly wrap the 
odd shaped things used 
In point-of-purchase 

it takes special 


know-how and material 


Ready for Uncle Sam 
Proper sorting and 
sacking can cut day 


off delivery time 


Italian Swiss Colony Wines 
learned that it could get its wide 
assortment of p.o.p. display mate- 
rials to its dealers faster, neater 
and at less cost, by using the 
services of a specialized mail 
shop. 


By Kenneth R. MacDonald 


Irving Cotanch, recently elected 
divisional vice president of United 
Vintners, which produces Italian 
Swiss Colony, Petri and other na- 
tionally marketed wines, ran across 
a peculiar fact. All of the printed 
promotion material for Italian Swiss 
Colony was scattered with vendors 
throughout the United States. 

“Some of our promotional mate- 
rial was stored in Baltimore,” Mr 
Cotanch explains, “wine menus 
were held in Chicago; wire racks 
for displays were being warehoused 
in Los Angeles; and 12 printers in 
San Francisco were holding other 
printed matter. 

“We found that we had absolute- 
ly no control over the timing of 
freight shipments to Italian Swiss 
Colony dealers. 

“And we had no control over the 
print count at the end of a run on 
any specific item. Printers are hon- 
est, of course, but we had to take 
their word and hence had no tight 
controls on over-runs. 

“In addition,’ Mr. Cotanch con- 
tinued, “we suffered from slow 
shipment by vendors. Salesmen out 
in the territory were constantly 
complaining that the dealers were 
not receiving display promotion ma- 
terials in time to be of use 

“This lack of coordination often 
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Congratulations ! Thanks, Boss, the field 
You’re getting up a lot men all like Meyercord 
more signs, Bill! “no water” Pressure 
Sensitive Decal Signs. 


MEYERCORD 


PRESSURE SENSITIVE 
i Permanent DECAL SIGNS 


In 1958... hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
++. we predict hundreds more will 
switch to them in 1959... because 


they'll say “goodbye forever” to decal water appli- 
cation problems... the bucket and sponge become 
obsolete. 


they’re easily and quickly applied ... yet as durable 
and long-lived as any decal sign ever made! 


experience shows field men “get more of them up.” 


this new concept in Point-of-Sale decal signs is the 
product of Meyercord research .. . a decal sign of 


proved performance and appearance, manufactured 
by the world’s leader in decalcomania! 


} 


} 


Pressure Sensitive Decal brochure. Write today ! 


the MEYERCORD co. 


Dept. D-207—5323 W. Lake Street, Chicago 44, Illinois 
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resulted in mixups when dealer 
promotion was tied in with national 
promotion. Added to this, improper 
handling during shipping resulted 
in damaged packages being received 
by the dealers, many of whom con- 
sequently simply failed to put up 
Italian Swiss Colony displays.” 


> Italian Swiss Colony Wine has 
found a solution to its distribution 
problem by utilizing the ‘“one-shop 
service” of The Letter Shop, created 
at San Francisco by Richard C. 
Smith to specialize in handling only 
point-of-purchase advertising and 
printed material. 

For Italian Swiss Colony, The 
Letter Shop substitutes its staff and 
space: for warehousing and service, 
releasing to United Vintners its own 
salaried staff and rental space for 
other company usage. 

Services made available include 
such work as the maintenance of 
mailing lists; mounting and easeling 
of wine display counter cards; pack- 
aging, labeling and shipping of pro- 
motion pleces, etc. 


> “Insofar as Italian Swiss Colony 
is concerned,’ Mr. Cotanch de- 
clares, “we are firmly convinced 
that it just isn’t economically sound 
for us to set up Eastern or mid- 
Western warehousing for our sales 
promotion materials 

“By centralizing these items at 
The Letter Shop,’ he continued, 
“we make it possible for our sup- 
pliers to ship materials in bulk to 
San Francisco where The Letter 
Shop actually saves us money by 
then making unified shipments to 
our dealers.” 

Mr. Cotanch, who serves as liaison 
between Italian Swiss Colony and 
The Letter Shop, lists what he con- 
siders to be the 9 major advantages 
achieved by the centralizing of these 
activities in the one San Francisco 
shop: 


1. Speedier Re-Shipment ... Dis- 
tribution is as quick as overnight 
to most points in the West, with all 
major truck, rail, water and air 
terminals within minutes of the 
warehouse. 


2. Convenience... All Italian Swiss 
Colony sales and advertising ma- 
terials are efficiently controlled in 
one location, with one shipping or- 
der, one bill of lading and one 
statement 


3. Savings on Freight Charges .. . 
By having Italian Swiss Colony 
suppliers ship materials in bulk to 
The Letter Shop, lower bulk freight 
rates are obtained for a major por- 
tion of the distance. 


4. Expert Handling . . . The Letter 





Shop employes are specially trained 
in the handling of point-of-pur- 
chase and sales promotion mate- 
rials. Damage and losses are al- 
most non-existent. 


S. Inventory Control There is 
an automatic inventory of all mate- 
rial on hand and a telephone call 
can make such information avail- 
able to Italian Swiss Colony execu- 
tives. 


6. Controlled Orders Italian 
Swiss Colony sets up its own or- 
dering which is 
through on all details. 


system followed 


7. Direct and Complete Shipments 
... All related items of Italian Swiss 
Colony promotion can be gathered 
and shipped at one time, thus avoid- 
ing confusion, and saving money 
on packaging and shipping 


8. Insurance Coverage 


Mate- 
rials are completely covered by in- 


Too Much Competition This line-up « 


willies, but it serves to demonstrate 


At Plasti-Line Clinic... 


surance while in the care of The 
Letter Shop, hence Italian 
Colony can suffer no loss. 


9. Space ... Use of these facilities, 
which include 2,000 square feet of 
locked storage bins, 


Swiss 


frees Italian 
Swiss Colony space for other use. 


>’ Clients pay for mailing services 
on the basis of time and materials 
used by The Letter Shop, such as 
bandings and wrappings. For actual 
storage of either stationery or ad- 
vertising materials, the cost is 
worked out on a square foot basis. 

“This latter cost,’ Mr. Smith as- 
serts, “is always much lower than 
the per square foot cost to the client 
for storing his materials in his own 
building or warehouse.” 

Mr. Smith calls his staff “time 
mailing specialists” and The Letter 
Shop he describes as “the local 
shipping department” for client 
firms 44 


f service stations would give any operator the 


ign techniques in actual operation 


Buyers Discuss Their 
Sign Program Problems 


By Ted Sanchagrin 
AR Eastern Editor 


You had to know what you were 
looking for. A lot of people were 
unaware of its exact location. And 
when you found it, it was certainly 
not inspiring. The only identifica- 
tion from the highway was the fow 
letters G-U-L-F down the side of 
a big chimney. 

But today on the Pennsylvania 
Turnpike as you approach the site 


in Harmarville just outside Pitts- 
burgh, you find one of the most 
prominent items in sight is a huge 
plastic sign. An illuminated orange 
disc, it identifies the “Gulf Research 
Center.” 

Gulf Oil Corp. has found that the 
gas station is not the only place 
where a constructive step can be 
taken to identify your company 


> This vignette was related recent- 
ly at the eighth annual sign clinic 


of Plasti-Line Inc. in Knoxville by 
Gulf marketing vice president C. J. 
Guzzo. 

AR, of course, attended the 1958 
clinic, has been attending these ses- 
sions for years. Worth repeating are 
some of the points capsuled in pres- 
entations this year by representa- 
tives from Gulf, California Oil Co. 
and Standard Oil Co. of Indiana. 


>» Signs frequently tell their stories 
with symbols rather than words, 
Mr. Guzzo says. 

“There are scores of signs that 
you see and respond to every day 
without realizing that you are the 
pre-conditioned target of a mes- 
sage.” 

Among the examples are the CBS 
eye, the MGM lion, the RCA dog, 
the Gulf orange disc. 

“Customers come to Gulf stations 
because these signs reflect corpo- 
rate images that inspire confidence,” 
Mr. Guzzo says 


> One of the exciting oil marketing 
stories unfolding is the invasion of 
the East Coast area by a company 
with no tank trucks of its own—it 
works through distributors. On the 
West Coast its gas is well known 
under the Calso Supreme label. 

Max Barry, advertising manage1 
of the California Oil Co., San Fran- 
cisco and Perth Amboy, told the 
sign clinic about the Calso promo- 
tion program. It has three prongs 

signs, newspaper ads and tv com- 
mercials 

The eastern program is a gradual 
one. Product identification has been 
changed gradually—from Calso Su- 
preme to Calso Chevron Supreme 
to Chevron Supreme to Chevron. 

Outdoor illuminated plastic signs 
feature the red-white-and-blue 
chevron. The top third of the sign 
has a blue field. The lower two 
thirds have the red-white-and-blue 
chevron 

Commercials and newspaper ads 
employ the fun approach of the 
Piel’s Beer, Tip Top Bread and 
Chase Manhattan Bank promotions 
Chevron avoids the big-type, big- 
claim, big-picture-of-the-pump-or- 
dealer approach. The commercials 
feature “the American motorist,” a 
cartoon character, with tongue-in- 
cheek audio by Westbrook Van 
Voorhees of “March of Time” fame 
and punch lines by Paul Ford (Ex- 
ample: “Remember with the new 
Chevron you can back up as 
well as go forward.”). Newspaper 
ads identify the motorist as “Hi 
Finn.” Calso is not adverse to using 
its storyboards in newspaper ads. 


> How valuable will your present 
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signage be ten years from now? 

According to another client speak- 
er, itll depend on your awareness 
of such social and economic revolu- 
tions as changing traffic patterns 
resulting from new highway con- 
struction and the increasing fre- 
quency of local regulations, restric- 
tions and codes covering the de- 
sign, construction and _ installation 
of signs. 

Wesley Nunn, manager of adver- 
tising for Standard Oil Co. of 
Indiana, says, “One of our basic ob- 
jectives in plastic sign development 
has been to provide identification 
that will attract, yet not distract. 
All of us must be aware of the ten- 
dency to legislate against types of 
signs which annoy the customer.” 

His company uses six different 
types and sizes of illuminated plas- 
tic signs: 

A 5x7’ stationary 

A 5x7’ projecting. 

A 7x10’ stationary. 

A 7x19 rotating. 

A 4 roef. 

A 5x35’ roof. 

All have evolved in the past dec- 
ade from porcelain enamel or neon 
signs. Each Standard sign has been 
an outgrowth of changing. traffic 
conditions, and of industry experi- 


mentation and _ technological ad- 
vancements in lighting and plastics. 

These Standard of Indiana signs 
take into account diverse conditions 

-traffic concentration on one street 
of an intersection—both streets— 
town or country—competitive sign 
activity—buildings and trees—slow, 
congested or fast traffic—nighttime 
visibility—long-range visibility on 
highways. 

Mr. Nunn explains, as examples, 
“Projecting signs get out into the 
open where people can see them, 
away from trees, new buildings and 
other signs. A rotating sign does the 
work of two stationary signs, at in- 
tersections where there is heavy 
traffic on both streets and highways. 
A stationary sign is suited where 
the station is located at an intersec- 
tion with traffic concentrated on one 
street.” 

The growth of the plastic sign in- 
dustry is a testimonial to its effec- 
tiveness, he adds. He estimates sales 
in the plastic sign industry are 
above $50,000,000 annually, 
practically nothing in 1947. 


from 


>» Guests at the clinic included rep- 
resentatives of oil companies and 
other major users of plastic signs. 
Plasti-Line is a major supplier of 


SIGNS THAT TELL! 


SIGN SERVICE TO NATIONAL ADVERTISERS FOR 25 YEARS 


DISPLAYS 
THAT SELL! 


ANOTHER ' 


“HIT'' DEMONSTRATOR-DISPLAY 


NOW BEING USED BY THE TURNER BRASS 


WORKS 


A LEADER IN THE PRODUCTION 


OF PROPANE LIQUID FUEL APPLIANCES 


We Can Help You 


In Name or Product Presentation 


or Phone — We'll take it from there 


SYCAMORE, 


ESTAS 1898 


ILLINOIS, 


inc. 1928 


the illuminated plastic sign, invites 
its customers to the clinic to ex- 
change sign ideas. The clinic has 
become an annual fixture in the in- 
dustry. 44 


What's New?... 


Sign and Display Field 
Introduced to New 
Ideas 


What’s new in the sign and dis- 
play field? Chiefly, the welcome de- 
velopment of new improvements on 
standard items and uses. Among the 
more interesting to catch AR’s at- 
tention during the latter part of ’58 
are the following: 


Self-Adjusting A line of outdoor! 
Floodlights floodlights that ad- 

just to lamp varia- 
tions automatically, have been in- 
troduced by Stonco Electric Prod- 
ucts Co., Kenilworth, N. J. 

The floodlights are constructed 
with a patented full-floating socket 
construction that insures lighting 
contact even when the lamp size 
and shape varies due to vibration, 
arcing, corrosion, or water seepage 
Suggested locations where the 
floodlights will be especially effec- 
tive include service stations, road 
stands, parking lots, sport and rec- 
reation areas, etc. 

Designed for medium or mogul 
base reflector lamps in 75 to 500- 
watt sizes, the floodlights have a 
wide variety of mounting devices 
for pole top or wall mounting singly 
or in clusters for wide-area flood- 
lighting. All units are of weather- 
proof, corrosion-proof, heavy-duty 
cast aluminum, and are UL-ap- 
proved and CSA-approved for out- 
door weatherproof service. 

Complete details are available 
from Stonco Electric Products Co., 
333 Monroe Av., Kenilworth, N. J 


New Reflective A new 
Glass Beads 


reflective 
glass bead for use 
on backgrounds of 
outdoor signs has been developed 
by the Flex-O-Lite Mfg. Corp., St 
Louis. 

An ultra bright bead in the medi- 
um index classification, the product 
is suggested for use on signs in the 
darker pigmented colors such as 
greens, blues, and reds. 

Maximum possible angularity up 
to the point of passing and high re- 
flectivity under all weather condi- 
tions are rated high in the new 
items advantages plus chemical sta- 
bility, long life, ease of application, 
and a minimum of maintenance 





Information is available from 
Flex-O-Lite Mfg. Corp., 8301 Flex- 
O-Lite Drive, P. O. Box 3066 
(Affton Br.) St. Louis, 23. 


Band-it A stainless steel 
Brack-its mounting device 

for installing any 
size sign to any size pole or object 
is being marketed by the Band-It 
Co., Denver. 

Signs can be installed in less than 
one minute, according to the com- 
pany, and the Band-It Brack-It de- 
vice provides a permanent, corro- 
sion-resistant base to which signs 
may be fastened securely with the 
5/16” stainless steel bolt. Durable 
clamps to fit any diameter or irreg- 
ular contour can be achieved by the 
product by threading the band 
through the slots on the Brack-It 

Signs can be removed quickly and 
easily by unbolting them from the 
Brack-It, and fiber and _ stainless 
steel washers prevent the bolt from 
marring the sign when being in- 
stalled. 

Literature is available 


for more details circle 103, page 117 


Esbro Classic A new style in 
Plastic Letters plastic letters has 
been introduced in 

its latest catalog by Spanjer Broth- 
ers, Chicago 

The new letter style, “Esbro 
Classic,” is illustrated in the bro- 
chure as it appears in actual use, 
plus drawings in actual scale of the 
entire alphabet 

Also featured in this catalog are 
illustrations of other plastic letter 
styles and details on the company’s 
complete plastic sign service 


- for more details circle 104, page 117 


Top Management Views 
Aired in ‘Pocketnews’ 


A new spokesman, in the form of 
a monthly p-o-p newsletter, has 
been introduced by the Point-of- 
Purchase Advertising Institute, New 
York 

Aimed at “management” interests, 
the compact “Pocketnews” prom- 
ises to be an effective medium for 
keeping its readers informed on the 
newest trends and sales possibilities 
in the field 

The first issue, published in Oc- 
tober, 1958, featured advertising 
views from Elisha Gray, Whirlpool’s 
chairman of the board, at an AMA 
conference; a “hard-sell’’ trend 
“quote” from Business Week; and 
several point-of-purchase _ sales- 
success stories reported by national 
manufacturers 


. for more details circle 105, page 117 


If you were born 
under the sign of 
Scorpio, unlimited 
vocational possibilities 
are open to you 

and when ability is 
matched by 
experience 
outstanding 
accomplishments are 
in sight. Others 
depend on you, the 
“seasoned veteran” 
everybody respects 


SCORPIO .. October 24 - November 22 


Looking for outstanding sales accomplishments? The Sign to 
remember is TEXLITE. Signs by TEXLITE are the “seasoned 
veterans” among the silent salesmen..dependable and hard- 
working. As for ability, matched by experience, that’s what 400 
skilled designers, engineers and craftsmen offer you..in the 
modern 160,000 square foot TEXLITE plant, fully equipped to 
produce the kind of sign you need. Porcelain enamel, plastic or 
any combination of the two, whatever will serve you best.. 
TEXLITE makes. And whether you need 10 or 10,000, each sign 
will be built for a longer life, with less maintenance cost. 


Another Quality Sign by Texlite 
) 20-page, beautiful full color sign brochure is yours 


a ee on request, on your company letterhead. 


BUILDERS OF QUALITY SIGNS SINCE 1879 


3307 Manor Way «+ Dallas, Texas 
Offices in Principal Cities 


I oe ee ee eee ee ee 


Switch to Lake Shore 


for faster service! 


ELECTROTYPES NEWSPAPER MATS 
REILLYTYPES PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 


1224 W.. VAN BUREN « CHICAGO 7. ILL..- SkKeley 8-1010 


ee ee ee ee eee ee 
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By Robert B. Konikow 


AR Managing Editor 


This is the year for printing buy- 
ers to be rubbing their hands. No 
matter how the great battle of tech- 
niques comes out, the buyer will be 
ahead. He will be getting bette: 
quality than ever before, finer and 
more accurate reproduction, more 
consistent quality, and, to top it all, 
probably at no major price increase 

These are big words, but no ob- 
server can fail to be impressed by 
the stirrings that are going on, often 
behind closed doors, and the prom- 
ises that lie behind them. As U.S. 
News & World Report put it in a 
special article on the graphic arts, 
“In the industry 
spokesman, printing and allied crafts 
have made more progress in the first 
six years of the second half of this 
century than it has made in the pre- 


words of one 


vious fifty years.” 

Part of this, if not all of it, is due 
to an increasing respect fol the 
value of research. Printing has not, 
in the past, been especially noted 
for its concern with research, espe- 
cially in the basics of the art. Even 
today, the figure is low. One expert, 
Michael H. Bruno, research director, 
Lithographic Technical Foundation, 
estimated that the whole graphic 
arts industry, with sales of $812 bil- 
lions, spends only $6 millions for re- 
search. This is about 7/100ths of 
1°;! Compare this with DuPont's 


3° or Bell & Howell's 4 


> Recent years have seen a growth 
of research in the printing field. The 


UTD 


oldest of the research organizations, 
the Lithographic Technical Founda- 
tion, is only 34 years old. Also en- 
gaged in research activity are the 
Research and Engineering Council 
of the Graphic Arts Industry, the 
Gravure Technical Association, 
and the Flexographic Technical As- 
sociation, formed just this fall. 
There are others, of course, and in 
addition, many of the professional 
and business associations carry on 
and support research activities. 

But to date, most of the research 
in the printing industry has been by 
companies considered on the fringes. 
Time, for example, is a buyer rather 
than a producer of printing, and yet 
it may well have the largest re- 
search budget in the _ industry. 
Others, whose primary interest Is In 
areas other than printing, are Dow 
Chemical, Minnesota Mining or du 
Pont, all of which have made sizable 
contributions to printing progress. 
This situation is changing. One of 
the major reasons for mergers and 
consolidations is to permit bette: 
organization of research and de- 
velopment facilities. A recent ex- 
ample is the formation of the con- 
stellation of companies known as 
Harris-Intertype 


Gutenberg still could find his way 
around in a printshop today. But 
25 years from now he would prob- 
ably be completely bewildered. 

Don H. Taylor 

President 

N. Y. Employing Printers Assn. 
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> As a result of this advancement in 
ill the processes, one definite trend 
is visible. The buyer, 
more, will 


more and 
concern himself only 
with the end product, and not with 
the road by which it is achieved. In 
the past, and to a large extent today, 
a buyer decided whether he wanted 
a particular job to be done by letter- 
press, lithography or gravure. He 
might ask various shops, each of 
which was equipped to do one of the 
three, to submit bids and make rec- 
ommendations. But the final deci- 
sion was his. The buyer had to 
weigh the claims and evaluate the 
arguments. 

Increasingly, printers are making 
more than one process available 
They have a letterpress division and 
an offset division. They recommend 
the process they feel is more effec- 
tive for a job, without risking the 
loss of the job. The buyer can rely 
more on the impartial reeommenda- 
tions of experts. 

One evidence of this is the recent 
decision of the Lithographers Natl 
Assn. to add the words “and Print- 
ers’ to its title. The distinction is 
less sharp than it was, and the tend- 
ency is to blur it even more. There 
are an increasing number of shops 
that handle two or more processes, 
and even screen process is finding 
its way into printing shops. 


> The past two years have, in gen- 
eral, seen no _ revolutionary ad- 
However, there has been 
progress in almost every phase of 
the industry. While none may be 
considered sensational in itself, put 


vances 





The printing arts, the experts say, are on the 

verge of rapid advancement which may mean real savings 
to printing buyers. This comprehensive report will 

help guide you through the complications of the day. 


Industry sources predict that the 
face of printing may change more 
radically in the present generation 
than anything that has happened 
in the past 500 years. 
Mel Most, in a report 
copyright by Barron’s Publish- 
ing Co. 


together, they spell better printing 
all along the line 


Paper .. All printing starts with 
paper, and the mills have not been 
idle. Almost all of them have in- 
cluded a “whiter white” in thei 
line, achieved by the addition of a 
fluorescent dye. These are resulting 
in crisper blacks and more brilliant 
colors. 

More emphasis is being placed on 
lightweight stocks, as reported in 
more detail in the December AR 
While not all of these are new, the 
postal rates have given them new 
importance, and mills have been 
making an effort to increase both 
the opacity and the printing quality 
of these papers. 

Another advance, not yet fully in- 
troduced, may produce a better, if 
not less expensive, double-coated 
enamel paper. This is based on a 
trailing blade which smooths out the 
paper coating as the sheet rolls from 
the machine. The result is a smooth- 
er, improved printing surface 


Ink . . This material is often over- 
looked as inconsequential, but it is 
really a little difficult to print with- 
out ink, and any printer will tell 
you what great differences the right 


ink can make in the smooth running 
of a job. 

In color printing, of course, ink 
and its correct colors play a vital 
role. One of the more interesting 
developments in this field is the 
study conducted by the Lithograph- 
ic Technical Foundation. While the 
LTF concerned itself primarily with 
lithography, the results of its study 
can be, and are being, applied to let- 
terpress as well 

Full-color printing depends on 
using black and three primaries: 
magenta, cyan and yellow. A nation- 
wide survey of lithographers 
showed that there was no uniform- 
ity in the exact colors used. This 
means that it was difficult to 
achieve uniformity in the finished 
result. In addition, as the primaries 
drifted away from the ideal process 
colors, it became more difficult, if 
not impossible, to reproduce some 
desired color tones 

Working with ink-makers, LTF 


developed a set of balanced colors, 


There will come a day, perhaps 
much sooner than you think, when 
letterpress and lithography will not 
waste time in combat, but will 
“team up” to produce the “best” 
printing at a price the customer 
will pay. It is likely that the “print- 
ing” process 50 years from now 
may bear little resemblance to the 
processes we are using today. 

Floyd C. Larson 

Secretary-Treasurer 


Intl. Assn. of Electrotypers 
& Stereotypers 


which, it claims, leads to the follow- 
ing advantages 
e A wider range of colors possible 
with just three inks, 
® Elimination of extra runs 
® Cutting down on hand correction 
of negatives and plates 
® Greater uniformity from job to 
job and shop to shop 
> Inkmakers have been working 
along other directions as well. There 
have been improvements in quick 
setting inks which have permitted 
more rapid printing 

There have been noticeable im- 
provements in both metallic and 
fluorescent inks, especially when 
offset While 


nothing has been able to match the 


processes are used 


capability of screen process for ap- 
plying a thick, opaque coat, both 
letterpress and lithography have 
been achieving better coverage 

In particular, fluorescent inks 
have made strides. One of the ex- 
amples was its “first” use in a mag- 
azine produced by lithography. In 
its October, 1958, issue the Pilot, the 
official magazine of the Aircraft 
Owners and Pilots Assn., ran an 
article on the safety advantages of 
fluorescent paints on small planes 
To illustrate it, the magazine used 
two- and three-color drawings of 
planes, with a Day-Glo ink, from 
Switzer Bros., Cleveland, as_ the 
second color. The printing was done 
at Darby Printing Co., Washington, 
on a two-colo1 sheet-fed, Harris 
offset press 

On the first run through the press, 
Day-Glo and blue were used, while 
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Lithographers have been awake for 

30 years while printers using the 

other processes were asleep. Let's 

not go to sleep now when letter- 

press and gravure are waking up. 
Micheoel H. Bruno 
Research Director 
Lithographic Technical 

dation 


Foun- 


the second run used Day-Glo and 
black. Drying time between the 
runs was three to four hours. The 
lightweight 50-lb. Consolith pre- 
sented no_ problems, 
watching register 


other than 
carefully, espe- 
cially on the second pass 


Typography . . The most rapidly- 
developing trend in this area is the 
application of photographic tech- 
niques to typesetting, although even 
this has not been adopted as rapid- 
ly as expected. Several companies 
have introduced equipment to go 
directly from a photographic maste1 
to a negative or positive on film o1 
paper, skipping the metal phase en- 
tirely. The machines designed pri- 
marily for body copy include the 
Photon, Monophoto (Lanston Mon- 
otype), Linofilm (Mergenthaler 
Linotype), Fotosetter (Intertype), 


Typesetter (American Type Found- 
ers). These are largely designed for 
commercial compositors and print- 
ers. They are large and fairly com- 
plex 

On the other hand, there are 
simpler machines desgned for dis- 
play faces. These are lower in cost 
and within the range of art studios 
and advertising departments which 
use a fair amount of type. AR ex- 
pects to go into further detail on 
photographic typesetting in an early 


issue. 


>» Ludlow’s Brightype process, intro- 
duced just this past year, is an in- 
teresting adaptation of the newer 
approach to the older techniques. In 
this process, the type is set and 
locked in a form. It is then covered 
with a dull black coating, highly 
light-absorbent, and the type wiped 
off’ with an eraser that leaves a 
smooth, shiny surface. 

This shiny surface is _ photo- 
graphed to give a negative which 
can be used for the preparation of 
plates for both 
lithography 


letterpress and 


Engraving .. Since this was cov- 
ered in some detail in the Decembe1 
AR, only the high spots will be hit 
in this report 


plates... 


A NORTHWESTERN 


——n SPECIALTY 


AUR S202 
MR LLL 


NORTHWESTERN 
PHOTO ENGRAVING CO. 


328 S$. JEFFERSON ST., CHICAGO 6G, ILL. 


mL he 


STate 2-3939 


24 hour a day service on quality black and white plates. 
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Two years in the age of printing is 
most minute. However, a resound- 
ing realization that today’s skills of 
printing production are to be re- 
placed more and more by mechan- 
ical, chemical, electrical or elec- 
tronic devices has marked the last 
two years. 

Greater use of more _ positive 
equipment in the 
phases seems 


production 
bound to require 
greater skill and knowledge in the 
creative and planning stages of 
printing of the future. The axio- 
matic “call your printer in early” 
will be more logical than ever. 

W. E. Switzer 

Executive Secretary 

Intl. Assn. of Electrotypers 

& Stereotypers 


The development of powderless 
etching, and its extension from 
magnesium to zine and copper, holds 
promise for better engravings at 
probably less cost. This develop- 
ment, however, will not affect to a 
noticeable degree the day-to-day 
operations of the average printing 
buyer. It may cut down costs, it may 
permit letterpress to compete more 
effectively against offset, but it 
doesn’t seem likely to upset the 
structure of the industry 


> The arrival of the sensitized poly- 
mer plates, on the other hand, may 
lead to an almost complete restruc- 
turing of the graphic arts. These 
plates, which have been worked on 
by duPont and Time Ine. in this 
country, substitute a simple process 
of dissolving a plastic in a solution 
for the older one of dissolving metal 
in an acid. It uses materials which 
are hardened when exposed to light 
of certain wave lengths. 

The effect is that the time from 
negative to printing is cut way 
down. Du Pont technicians claim 
and their demonstration at the Let- 
terpress Forum backed them up 
that within 15 minutes of exposing 
the plate, the first copies start com- 
ing off the press. While costs are not 
firmed up as yet, the expectation is 
that the over-all cost of operating 
with these plates will be competi- 
tive. 


> Platemaking has advanced in 
other branches of printing as well 
The litho platemakers are claiming 
plates with a finer grain and a 
smoother surface than ever before. 
This results in their being able to 
retain a smaller dot, and thus more 
delicate gradations in tone. 

In the gravure field, a new proc- 
ess just introduced by Intl. Color 





PENN / BRITE 


LIFPrSe4&nr 


the value sheet 
























Designer: Georg Olden, 
Director of Graphic Arts for CBS-TV, was recently selected by the 
Japanese art magazine, Idea, as one of the fifteen leading graphic arts 
designers in the United States. 4mong Mr. Olden’s many professional 
awards are gold medals by the New York and Philadelphia Art Direc- 


tors Clubs for “outstanding contributions to TV graphic art direction.” 


New York & Penir$commissioned designer Georg 
Olden to create this insert, and to incorporate in 
it practically all of the demands on the printability 


of paper which could be encountered. 


See for yourself how faithfully Penn/Brite Offset 
has reproduced Tey of his design elements . . . how 


well it has passed his “torture-test.” 


Penn Brite Offset is the white, bright, value Bead 
that comes to you moisturized and double-wrapped. 
Write for new, complimentary swatch book and 
the. name of your nearest distributor. New York 
& Pennsylvania Company, 425 Park Avenue, New 


York 22, New York. 


NEW YORK AND PENN 


PULP AND PAPER MANUFACTURERS 











Those who think of flexographic 
printing as nothing more than a 
cheap substitute for quality print- 
ing will do well to take a new look. 5 : 
Flexographic quality today is right If you are not getting Powderless Etched copper process Or monochrome 
up there with the best of them, in 1 . f : being st h sed out of 

2 : > , -nerave a , . > “ 
the field of line, type and deep, reproductions {rom your engraver, you are being short Changed out OF a 
ee eae eters, Sy Ce ten development of vast importance affecting quality in the publication run. 
couple of years, an_ increasing : 7 
volume and variety of creditable eae ne j : 
suene aniel tes Gadi seated hee x This is straight talk to you engraving buyers. 
number of the pace-setters in the 


field. iat HUTCHINGS & MELVILLE, INC. Photoengravers 
ulion oss 


Executive Secretary SPECIALISTS IN POWDERLESS ETCH OF Copper ORIGINALS 


Flexographic Technical Assn. 4043 North Ravenswood Avenue, Chicago 13, Illinois 


Gravure Inc., known as the Interna- 
tional-Wattier process, offers a bet- 
ter dot structure which leads to 
finer detail in the end product as it 


comes off the press | Uyeda hy Pa y a UILIILLILLLELS LL, 


Presses . . Since plastic plates can 


be made on a flexible back, so that | OF IDEAS “4 | Read-Me-First 


they can easily be wrapped around | power of four color process 
a cylinder, they will make possible or ; pictures on your ENVELOPE 
the use of rotary letterpresses on 5 en (and letterheads, too!) 


short runs. Rotaries have already FREE KIT when requested on 
proved their value in lithography, business letterhead 


F REE itlustrated 

because of their increased speed of iis aleune aes te wits tov tere Top quality . . . bottom prices 
ve : ies reasonably priced solid bronze 

operation, and gravure is, of course, sloques~-comapioten, Suares, fevteareneil Colortone Pprass 

almost exclusively rotary pocorn yon eg pa cup ideas ask for 


morials, markers. Brochure B Color Stationery Specialists 
Rotary letterpress, however, has 


INTERNATIONAL BRONZE TABLET CO.. INC. 2412-24 17th St. N.W., Wash. 9, D.C 
been confined to newspaper and Bt: 


% 
other long-run work. This is be- Dept. A-57—150 West 22 St., New York 11 Uliiidstsditss¢A 


cause of the investment required to 
produce curved plates that fit the 
cylinder. The new process, which 
produces plates that can wrap 
around a cylinder without added 
expense, makes rotary letterpress ® e e 
ie geet. Pick a Bonus Combination ... 
In addition to speed, rotaries 
have the advantage of being able to 
work from rolls of paper rather ‘ y 
than sheets. Since this is the way Here's a package deal that's fit to be tied and wrapped for economy. 
paper comes from the modern pa- Combine your insertions in any two or three of these publications. 
per-making machines, it avoids the 
extra expense of sheeting, plus per- 
mitting faster operating speeds. It is Advertising Requirements 
in this process that the new fast 
co are playing an impor- industrial Marketing 


Equipped with COLOR SPLITTER, KLIMSCH CAMERA, 4 COLOR 604 PRESSES 


>’ While web letterpress, especially 
for newspapers, has been in common 
use, it is only recently that offset 
presses have been developed for 
web handling. The recent growth is 
indicated by a survey made by 
Western Printer & Lithographer of 
11 Western states. From eight such 
eee in 1009, oe ee ort and the minimum rate-holder regulations apply 
ports, the number has jumped to 71 : 
in 1958. An example of the quality for maximum economy. 
of which this process is capable may 
be seen in the insert used in this is- — si 
sue of AR, and the article describing Advertising Requirements 200 E. Illinois St., Chicago 11 
it on page 42. 

Screen process, largely due to im- 
provement in presses, is being 


Advertising Age 


issued by Advertising Publications. [nx 


By combining your total number of insertions 


you earn the best frequency discount for each, 
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NO OTHER 
PAPER CUTTER 
BUILT SO WELL 
TO SELL $0 LOW 


“TW reficonenyplin’ 


the precision Paper Cutter 


SIZES: 
14° and 18 


ee 


FOR OFFICE, 
BOOKKEEPING AND 
DUPLICATING DEPARTMENTS 


For every business: Banks, hospitals, insurance 
companies, industrial organizations with dupli- 
cating departments, stationers, photo finishers, 
small printers, lettershops, mimeograph, offset 
shops, advertising agencies, schools and col- 
leges 


Order from your dealer or 


MICHAEL LITH sales corp. 
145 West 45th St., New York 36, N. Y. 


@ Dealer: Write For Profitable Sales Plan. 


Remember, you want the finest in 
fluorescence —ask for it by name 


® 
TESTED 


Ve LVA‘GLO 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS .. . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR Co. 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers « cardboards « silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 
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treated with more respect by print- 
ing buyers. Photographic methods 
of making stencils have eliminated 
much of the handwork required 
earlier, and have permitted full- 
color work of high quality. Auto- 
matic presses which operate at com- 
paratively high speeds, combined 
with better, more compact conveyor 
driers, have made this process com- 
petitive with lithography for much 
point-of-purchase material and 
even packaging. 


General . . More than ever, it is 
important for printing buyers to 
keep in touch with what is happen- 
ing in printing progress. This is not 
easy to do, since there are so many 
things in the works. Some which 
have great promise may turn out to 
be of little value. Others that seem 
of little importance may turn out to 
be key factors. 

In addition, acceptance of new 
techniques and products will be 
spotty. They require an investment 
in capital equipment, an element of 
risk, in addition to an effort to break 
away from established methods. In 
some cases, there may be union 
jurisdictional problems to be ironed 
out. Local competitive factors will 
play an important part 

A buyer should save some time 
each month to talk with progressive 
suppliers. These people can be very 
helpful in keeping you in touch 
with developments. AR will con- 
tinue to report and analyze what is 
happening in these fields from the 
point-of-view of the 
man. 

And finally, put a circle around 
the week of September 6, 1959. One 
of the greatest printing expositions 
ever held in this country will be 
held in New York’s Coliseum that 
week. While much of the emphasis 
will be on the purely technological, 
early reports are that a buyer of 
printing will be able to get a great 


advertising 


A great upsurge in research for let- 
terpress printing and all iis com- 
ponent branches is in effect. A 
variety of new printing plate ma- 
terials possessing great potential- 
ities are on the way which may 
revolutionize past practices and 
products. 

Requirements and uses of print- 
ing are so numerous and constant- 
ly changing that it is well for the 
buyer of printing to investigate 
thoroughly in advance of produc- 
tion. 

Frank J. Schreiber 
Executive Secretary 
Am. Photoengravers Assn. 


The graphic arts industry has been 
lazy about trying to improve on 
its old methods, even though it 
ranks as one of the top ten indus- 
tries in the Americas. But this situ- 
ation has been changing in recent 
years. In the first place, manage- 
ment is awakening to the extreme 
need for engineering and research. 
Secondly, there already have been 
enough technological advances to 
show that there are unlimited hori- 
zons for improvement. 
Robert E. Rossell 
Managing Director 
Research & Engineering Coun- 
cil of the Graphic Arts In- 
dustry 


deal of value from a careful visit to 
this great show. 


» This report might be ended by a 
repetition of a position mentioned 
earlier: Buy the product, not the 
process. This is going to be easier 
to do as printers either put formerly 
competitive under the 
same roof, or work out cooperative 
agreements. Impartial advice will be 
easier to get and will become more 
reliable as this happens. Jobs will 
be more easily broken down into 
aspects, each of which can be han- 
dled by a different process. All of 
which spells out advantages to the 
printing buyer. 44 


processes 


New Silkscreen Supply 
Catalog Off The Press 


A new, comprehensive screen 
process supply and equipment cata- 
log is now off the press for Atlas 
Silk Screen Supply Co., Chicago 
Known as No. 136, the catalog is 
printed offset on both white and 
green stock—green in the cente 
of the book enabling one to easily 
find the photo screen section there 

The photo screen section features 
Atlas’ expanded photo screen serv- 
ice which utilizes the Sensitone di- 
rect method film, a process devel- 
oped by the company. The catalog 
lists photo screens for specialized 
uses in production of radio and in- 
strument dials, electronic printed 
circuits, ceramics, textiles, mirrors, 
and toys and novelties. 

Twenty-five pages are devoted to 
equipment covering the latest mod- 
els of every type used in the indus- 
try. Another feature is a guide to 
20 different types of silkscreen inks 
for use on widely different mate- 
rials and surfaces. A complete and 
diversified line of supplies is listed 
with prices. 


- for more details circte 110, page 117 
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A NEW COLOR PROCESS 


Take a good look at the insert 
facing this page. There are a couple 
of things you should notice at first 
glance. 

It is in color, and excellent colo: 
at that. Note, for example, the 
subtle tone gradations in the moun- 
tain scene, and the clear flat tones, 
with good coverage, in the Sibley’s 
ad. 

Then note that the stock is news- 
print, of the same general quality 
that is familiar to newspaper read- 
ers throughout the country. It is 
standard, and not specially made 
for this process. 


> The alert adman will see great 
possibilities for this combination of 
high quality and low cost. While the 
most apparent is in getting bette: 
color in newspapers, the one with 
the greatest immediate potential is 
in direct mail. The circular printed 
on newsprint is probably the most 
widely disseminated kind of mailer, 
and at the same time, of the least 
impressive quality. This fine color 
opens new vistas to the far-sighted 
designer and producer of printing. 

The production of this insert in- 
volved the combination of two tech- 
niques, neither widely accepted in 
the printing industry. Its develop- 
ment has been carried out by the 
Graphic Arts Research Department 
Rochester Institute of Technology, 
Rochester, N.Y., one of the country’s 
leading schools of printing. The In- 
stitute is also in the forefront of 
research in the graphic arts, with 
considerable emphasis on the prac- 
tical application of theoretical de- 
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ror ADVERTISING 


This report on the use of three color 
printing on web offset should be considered 
as good news by admen, for it presages 
lower prices and better quality 


velopments. This current project is 
just one of a long series of activi- 
ties that have been of benefit to 
printing producers and_ users. 


> The insert is an example of web 
offset. This differs from the more 
common lithography in that the 
paper is fed directly from _ rolls, 
rather than from sheets. This per- 
mits higher speeds through the 
press, since it involves a continuous 
rather than an intermittent action. 
As a matter of fact, the insert was 
run at a speed of 10,000 impressions 
per hour. 

The output of a web offset printer, 
whether it has a single unit, or com- 
bines four units to produce a full- 
color sheet at one pass through 
the press, can be rerolled for later 
use, can be folded into signatures, 
or can be cut apart into sheets. 


> The color plates were made using 
the system developed by Eastman 


Kodak and known variously as 
“three color,’ “short run color,” or 
“pleasing color.” The system de- 
pends on using three primaries only, 
without a black plate, and stand- 
ardizing on procedures. No retouch- 
ing or color corrections are in- 
volved. A more detailed discussion 
of this process appeared in AR, 
May 1957. 


> Web offset color on newsprint has 
not yet reached the full production 
phase, although it has moved out 
of the laboratory. Its first use was in 
printing the RIT Reporter, the tab- 
loid newspaper of the Institute's 
student body. Color has been a fre- 
quent feature of the Reporter since 
1954. 

The next step was the printing 
of a 16-page supplement for the 
Orlando, Fla., Sentinel in 1955. This 


.. continued on page 51 


Open this insert carefully. Bend the 


magazine back at the gutter, and take 


out the fold. You do not need to 
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Rochester Institute of Technology 


65 Plymouth Ave. §., Rochester 8, N. Y 


RIT RESEARCH 


This insert was printed on newsprint 
by the ATF Webendorfer 4-Unit 
Perfecting Web Offset Press in the 


Graphic Arts Research Department 


ORIGINAL DESIGN PREPARED WITH BOURGES MATERIALS 





ANSCOCHROME TRANSPARENCY BY ALFRED C. SHELTON 











STROMBERC-CARLSON COMPANY 
GD | SC 








THE HUE 

IS THE CRY ! 
FLAMINGO 
electrified 
excitement for 


all your accessories 


This spring, there's a call to colors— 
gay, glowing, vibrant colors. Ina 
season when red becomes as basic as 
black, Cameo's Flamingo brings 
your costume color right down to 
your toes, lures your legs to new 
loveliness. Choose this rosy, blushing 
shade to glamorize your red 
accessories . . . to mist your legs 
with a hint of a tint. 

Seamless or full-fashioned, 1.35 
Sibley’s Hosiery, Street Floor; 
Irondequoit, Eastway, Southtown, 
Newark. 


oe 





STARTING TOMORROW, SIBLEY'S DOWNTOWN OPEN EVERY MONDAY 9:30-5:45 
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Newsprint stock for research is 
contributed by the following companies 
Bowater, Great Northern, International, 
Spruce Falls and Wright Paper Company 


Inks: Pope & Gray, Inc. 3-color web offset 


for newsprint. 

Plates: 3-M presensitized 

Blankets: Rapid Roller and Vulcan Duroflex 
Printing Speed: 10,000 impressions per hour 


For additional information write directly to 
the Graphic Arts Research Department, 


Rochester Institute of Technology. 





This insert was designed and prepared 
for reproduction by Roger Remington, 
a 4th-year advertising design student 

in the School of Art and Design 

It is part of his Senior Thesis prepared 
under the art direction of 


H. J. Barschel, his instructor 


Two well-known department store 
Neiman-Marcus in Dallas, Tex., and 
Sibley's in Rochester, N. Y.,—as we 

the Stromberg-Carlson Company, supplied 


; 
the color advertisements used 


in this project 
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paper was folded to tabloid size as 
it came off the RIT press. 

Then, on July 30, 1956, RIT pro- 
duced a web offset color insert that 
was folded into a regular American 
newspaper. RIT printed and re- 
wound several rolls of newsprint of 
its four-color press that printed on 
both sides, and shipped them to 
St. Petersburg, Fla. There they were 
fed into the folder of the Times as 
the regular edition was coming from 
the press. However, this was only a 
test run, and went to just part of 
the subscribers. 

The first full run was for the 
September 3, 1958, edition of the 
Dallas Times-Herald. A _ special 
four-page section was produced for 
Neiman-Marcus 


» While the process has great pos- 
sibilities, there are some obstacles 
to its rapid and wide availability. 
One is the reluctance of newspapers 
to initiate such a system because of 
the large investment needed for 
equipment. Only a handful of news- 
papers, of course, now use offset in 
and form, and the others are, nat- 
urally enough, somewhat suspicious 
of lithography as a whole. Equip- 
ment manufacturers, however, seem 
to be optimistic. 

In the near future, it is most 
likely that a few printers will adopt 
the system and try to serve all 
users. Long-run mailing pieces, fo 
example, may be produced rapidly 
and economically in this process 


> Another possibility is the pre- 
paration of inserts, to be supplied 
to newspapers as preprinted rolls 
At the present time, this faces the 
problem of making sure that the 
preprints are cut off at the right 
places as it feeds into the folde: 

One solution is a repetitive de- 
sign, in units that are smaller than 
the page size, so that no matte: 
where the cutoff occurs, the page 
will be complete and _ attractive. 
This is the solution described in 
“New Dimensions in Newspape! 
Inserts,’ AR, August 1958. 

A more attractive solution would 
be the development of equipment to 
control the rate of insertion, and 
such equipment has, in fact, been 
introduced in Europe, which claims 
a cutoff tolerance of 1/16th of an 
inch 


> Don't expect three-color web 
offset to solve all your problems of 
producing high-quality newspaper 
color at low cost. It isn’t available 
today, on a general basis, and may 
not be widely available for many 
years. But it is a definite step for- 
ward in the greater and more eco- 
nomical use of color « 


Looked 
at your 
Letterhead 


Perhaps it’s time for a fresh design 
and a bright new WESTON paper 


Your printer, advertising agency or letterhead designer will 
gladly suggest a new design and a paper of appropriate quality 
from the complete family of Weston cotton fiber letterhead 
papers — including Old Hampshire Bond (Extra 

No. 1, 100%), Defiance Bond (100%), Win- 

chester Bond (50%), Weston Bond (25%) and 

Weston’s Hand Weave (25%). Write Dept. AR 

for samples. 


Better Papers are made with cotton fiber 


BYRON WESTON COMPANY 
Dalton, Massachusetts 


Makers of Papers for Business Records Since 1863 


WESTON carers 


Leading Makers of : LETTERHEAD PAPERS + POLICY PAPERS « LEDGER PAPERS + INDEX BRISTOLS 
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By Dick Hodgson 
AR Executive Editor 


When the ingenuity of the Walt 
Disney organization is turned loose 
on the problem of tourist promotion, 
it is only logical to expect that 
something new and different should 
result 

Two years ago, faced with the 
problem of attracting a higher per- 
centage of California tourists, Dis- 
neyland took a broad look at its en- 
tire promotion picture and came up 
with some interesting answers: 


@ In 1956, five million tourists had 
come to California and spent nearly 
one billion dollars there. 83% of the 
tourists came by private vehicle; 
17°. by public transportation. 


e Just over 1.5 million out-of-state 
visitors made 1956 visits to Disney- 
land, spending $7 million. While this 
was not an unhealthy situation, Dis- 
neyland was shooting at a mark of 
90°. of California’s out-of-state visi- 
tors 


@ Disneyland was, of course, al- 


ready well known to practically 
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every American. When he got to the 
California area, he needed “specif- 
ics’—how long to allow for a “is- 
neyland visit, how to get there, 
eating facilities, etc. 


@ Since the majority of out-of-state 
visitors arrived by automobile, the 
only practical time to reach them 
with detailed specifics was when 
they stopped at motels or hotels for 
the night. But when the typical 
American turns tourist, he follows 
an entirely different pattern from 
when he’s at home. He seldom buys 
newspapers (they're always edited 
for the home folks), he’s indifferent 
to radio and television, he’s deluged 
with tourist literature of 
manner, shape and form 


every 


e The motel or hotel keeper, while 
recognizing tourist literature as a 
service to guests, treats it as a nec- 
essary nusiance and is seldom will- 
ing to do anything special to help 
promote a specific attraction 


For Disneyland, these facts all 
added up to the need for a new ap- 
proach to the tourist. The answer: 
one of America’s most exciting and 


colorful external house organs—Va- 
cationland. 


> Walt Disney explains, “We did not 
want to go into the magazine pub- 
lishing business, but we found that, 
to do the job we wanted done, we 
had to.” 

Published four times each year, 
Vacationland is an 8142x1034” offset- 
printed magazine, ranging in size 
from 24 to 32 pages. In the course of 
a year, 1,150,000 copies are distrib- 
uted without charge. 

It is circulated primarily via ho- 
tels and motels, where every effort 
is made to get the magazine into the 
guest rooms. For the most part, dis- 
tribution is limited to the Southern 
California area, where it is de- 
livered to 1,350 hotels and motels, 
18% of which place it in individual 
rooms each day. 

In addition, Vacationland is dis- 
tributed through ten TWA terminals 
and on all of the airline’s westbound 
flights. Presently, arrangements are 
being made with other airlines for 
similar distribution. Westbound pas- 
sengers aboard Sante Fe, Union Pa- 


cific, Southern Pacific and Rock 





Twelfth in AR’s series on external publications 


finds solution to tourist promotion problem 


...%n an unusual external house organ 


Island trains get copies, as do riders 
on Greyhound, Continental Trail- 
ways, Tanner and 
Coach Co. busses. 

Still other distribution is obtained 
on incoming ships of the American 
President and Matson Lines, and 
even in the Matson offices in New 
Zealand and Australia. A number of 
competitive California tourist at- 
tractions also see that visitors get 
copies 


Metropolitan 


> Unlike most tourist literature, Va- 
cationland is not just shipped and 
forgotten. One of the most unusual 
aspects of the publication is the 
carefully organized distribution 
plan. While the magazine is pub- 
lished but quarterly, distribution is 
made almost daily. 

Key man in the distribution plan 
is Bill Schwenn, Vacationland’s cir- 
culation manager, who keeps on the 
road contacting key distribution 
points. He visits the selected hotels 
and motels in the Los Angeles area 
every 30 days and contacts all othe: 
distribution points within a 500-mile 
radius of Disneyland four times a 
year 


Not only does Mr. Schwenn de- 
liver supplies of Vacationland per- 
sonally, but he acts as Disneyland’s 
goodwill ambassador to others in- 
terested in the tourist business. Ac- 
tually, a second Disneyland external 
house organ, Tourist Trends, plays 
a major role in maintaining good 
public relations with the tourist 
stop-over points which serve as the 
key outlets for Vacationland. 

Tourist Trends is a_ pocket-size 
quarterly which goes to 2,500 es- 
tablishments which serve tourists 
When it was first started this sum- 
mer, it was merely an extension of 


one of Bill Schwenn’s most popula: 
public relations activities. 

When he first began contacting 
hotel and motel owners, he found 
them most interested in the con- 
tinuing research 
ducted by 


activities con- 
Disneyland. He began 
making quarterly reports on this 
research, which became the key 
feature of Tourist Trends. 

These reports are typified by the 
survey published in the fall issue 
of the publication. It gave answers 
obtained from 603 Disneyland out- 
of-state visitors, which had a total 
of 1,470 people in 
Questions included: 


their parties. 


e How many miles a day did you 
travel? (The most frequent answer: 
400-500.) 


@ What was the average price you 
paid for overnight accommodations? 


@ Was it more, less, or the same as 
you had expected? (76% said 


“same.”’) 


@ What special features attract you 
to a motel? (40° credited “exterior 
appearance;” 25° 
pool.”) 


“swimming 


@ What features would cause you to 
recommend aé particular hotel or 
motel? (Most 
“cleanliness.” ) 

Other features of Tourist Trends 
include a column by editor Marty 
Sklar and “Bill Schwenn’s Note- 
book,” a breezy report on interest- 
ing developments at motels and ho- 
tels in the area. Also included are 
tourist business news items, letters 


frequent answer: 


and a listing of special events of in- 
terest to tourists in Arizona, Cali- 
fornia and Nevada. 

But probably the most important 
function of Tourist Trends is to say 


“thank you” to the folks who dis- 
tribute Vacationland and to keep 
interest in the unusual external for 
travelers at a high peak. 

“When we came out with the first 
Mr. Schwenn told AR, “the 
motel and hotel people were a bit 
skeptical. But when they saw the 
reaction of tourists, they became 
highly enthusiastic. It wasn’t long 
before we began getting a heavy 
volume of unsolicited requests for 
the opportunity to distribute our 
magazine and today one of the 
biggest jobs is keeping up with the 
demand.” 


issue,” 


’ The unique distribution method 
isn't the only thing different about 
Vacationland. It is one of the few 
external house organs that accepts 
advertising from competitors. Its 32- 
page Summer 1958 issue, for ex- 


ample, carried six pages of adver- 


TOURIST TRENDS 


PUBLISHED BY 


Ppisneyland my 
e | 


For Motel Operators 


external goes t | wh 


Simply printed 


distribute 
Vacationland 


January 1959 - ap e $3 





BERGSTROM 


Paper Company 
Neenah, Wisconsin 
Founded 1904 


Competition of quality . .. as well 
as quantity .. . is fundamental to success 
in advertising. AtC M & H we contribute to 
the success of many national advertising 
programs the indispensable factor of 


fine photoengraving. 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, CHICAGO 6, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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tising from competitors, including 
Fresno’s Underground Gardens, 
Forest Lawn Memorial Park, Santa 
Catalina Island, Newport Dunes, 
Apple Valley Inn, Greenbrier Inn 
and Knott’s Berry Farm. Other ad- 
vertisers include Disneyland ex- 
hibitors such as TWA, Pablum 
Products, Pepsi-Cola and Spreckels 
Sugar. 

Actually, the competitors’ adver- 
tising is in keeping with the whole 
tone of the magazine. After the first 
year of publication, it was decided 
that tourists wanted more than just 
information on Disneyland. So the 
editorial content was expanded to 
include several pages of information 
on other points of tourist interest. 

The broadening of the editorial 
content also resulted in a new name 
for the publication. Until this fall’s 
issue, Vacationland was entitled 
Disneyland Holiday. “As we contin- 
ued to study the problem of tourist 
literature,” Bill Schwenn told AR, 
“we became more and more con- 
vinced that the typical tourist was 
looking for something to help sim- 
plify the job of planning a vacation 
itinerary. Thus, we have tried to 
make Vacationland an _ all-in-one 
book which can take the place 
of dozens of separate pieces of li- 
terature.” 


> A page-by-page run-down on the 
Summer 1958 issue shows how 
Vacationland (then called Disney- 
land Holiday) is being edited to 
provide a broad appeal: 


©@ Front cover . An exciting colo 
photograph showing fireworks 
bursting over Sleeping Beauty’s 
Castle, one of Disneyland’s key at- 
tractions 


@ Inside front cover Summer 
schedule at Disneyland, editorial on 
the thinking behind the attraction, 
table of contents. 


e Page 1... Description of new at- 
tractions at Disneyland, including 
five illustrations 


@ Pages 2-3 .. . Information on 
Disneyland, including how to get 
there, hours, how long for an aver- 
age visit, costs, etc. Illustrated by a 
cartoon map of the park. 


e Pages 4-5 ... “Summertime at 
Disneyland,” a well-illustrated fea- 
ture story about special summer 
features. 


e Pages 6-8 .. . “Seein’ Southern 
California,” including a list of 31 
competing attractions and illustra- 
tions of 10 key attractions. 


e Page 10 ...A full-page article 
about Disneyland’s major competi- 





tor. Knott’s Berry Farm and Ghost 

Town. The story ends with a plug SAN sS ) 
for the competitor, “No visit to tiie ie 
Southern California is complete CF 


NEVADA or 
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/ 


without seeing what today is one 
of the most popular attractions in 


the Southland.” \ 
\? 
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© Page 12 . “The Golden Horse- . 
shoe,” a picture-story about on 
of Disneyland’s most popular fea- 
tures, an Old West saloon, wher 
the bartenders serve only 


Cola. 
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@ Pages 14-15 A spread fea- 
turing 12 full-color photos of Dis- 
neyland attractions. 


@ Pages 16-17 
lax at 


“Celebrities Re- 
Disneyland,” picture-story 
spread of famous visitors, including 
Leo Durocher and Lorraine Day, 
MacDonald Carey, Ralph Edwards, 
Jimmy Stewart, Shirley Temple, 
Elsa Lanchester, Charles Laughton 
and Jerry Lewis (most accompa- 
nied by their children) 


© Page 19 “Frontierland,” an- 
other picture-story of a key Disney- 
land attraction. 
@ Pages 20-21 “The Fabulous 
West,” a picture spread plugging 
competitive Western attractions, 
ranging from San Francisco’s cable 


cars to Las Vegas’ casinos. 


® Page 22. “Adventures in Din- 
ing,” a short piece on the many res- 
turants which are a part of Disney- 
land 


All Wrapped Up... 


Distribution Plan 
Map shows zones in 
which ‘’Vacationland” 
is made available to 
tourist centers 


e Pages 24-25 ... “World of To- 
Here Today!” Anothe 


Disneyland picture-story. 


morrow 


e Pages 26-27 Several enter- 
tainment features for children, in- 
cluding pencil games _ featuring 
Mickey Mouse and Donald Duck. 


© Page 28 


land.” 


.. “Services at Disney- 


e Back cover ... A four-color illus- 
trated map of Southern California, 
showing routes to all major tourist 
attractions a regular feature 


Vacationland is the responsibility 
of the park’s public relations de- 


New Pian Offers 
Samples on Wrappers 


What could be effective 


than a printed advertising messag¢ 


more 


that sticks out so far you see it be- 
fore you've even had a chance to 
unfold your newspaper? 

It's been done by Ad-Wrap En- 
terprises, a Florida company that 
sells advertising space on home- 
delivered newspaper wrappers and, 
by all indications, the new use of an 
old medium is rapidly catching on 

Johnson & Johnson Co, tested this 
new-type space advertising in the 
Fort Lauderdale News as a means 
Strip (a 
Band-Aid) to the 
Florida market. The News delivered 
53.500 Sheer Strip samples to home 


of introducing its Shee: 
semi-invisible 


delivery subscribers in the Fort 
Lauderdale metropolitan area 
through the Ad-Wrap service. Each 
newspaper was bound with a wrap- 
per featuring a Johnson & John- 
son advertising message complete 
with product sample. For added im- 
pact, the company ran a two-page 
ad in the same day’s editions 


> Ad-Wrap is the brainchild of T. 
T. (Ted) Gore, vice-president, Gore 
Publishing Co., publisher of the 
Fort Lauderdale News. He is now 
also president of Ad-Wrap Enter- 
prises which, he 
right along 

The new 


reports, is jogginy 


advertising medium 


—— 


a on 
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partment, headed by capable p. 
director Ed Ettinger. Actual edit- 
ing is the responsibility of editor 
Martin A. Sklar, while Jack Lind- 
quist, Mr. Ettinger’s assistant, 
handles the advertising. The maga- 
zine is printed by Pacific Press. 

> Cost per copy is approximately 
“About the same as 
the average full-color tourist pro- 
motion brochure,’ Mr. Ettinger ex- 
plains. “But,” he told AR, “the dif- 
ference of format makes it stand out 
and the contents provide a complete 
vacation guide.” With 
special emphasis, of course, on Dis- 
neyland! 44 


five cents 


planning 


consists of a wrapper printed in 
three colors and including an at- 
tached product sample or printed 
redemption coupon. A_ pressure- 
sensitive area on the back of the 
wrapper permits the newspaper car- 
rier boy to quickly and easily ap- 
ply Ad-Wrap to any size newspa- 
per with little time loss or delivery 
delay. 

Mr. Gore presented the  Ad- 
Wrap plan to newspaper publishers 
in the form of a low-cost package 
arrangement geared to please both 
publishers and 
Wrap 
printed 


advertisers. Ad- 
Enterprises provides the 
sample affixing 
and supporting advertising sched- 
ules within the newspapers at a 
unit cost. In addition, Ad Wrap as- 
sumes shipping costs and home de- 
livery by a 
carrier boys 


wrapper, 


dependable team of 


’ Reuben H, Donnelley Corp., Chi 
cago, will manufacture, print, affix 
the product samples and ship the 
completed Ad-Wrap 
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Wrappers to 








< Bud H. Lyle, supervisor of coating, St. Francisville, Louisiana. 


SMOOTH 
OPERATOR 


Bud H. Lyle is a printer at heart, or 
he wouldn’t be so elated over his job. 
Bud is a Crown Zellerbach coating 
specialist, in charge of double-coating 
operations at the new paper mill in 
St. Francisville, La., where printing 
paper history is now in the making. 


At St. Francisville, on the longest, 
widest and fastest paper machine of 
its kind in the country, Bud will super- 
vise the coating of a revolutionary 
new paper to be both roll coated 
and trailing-blade coated on the 
machine in one continuous operation. 


Bud knows as much about the impor- 
tance of a smooth impression as any- 
one in the Printing Industry. That’s 
why he’s properly proud of his part in 
this Crown Zellerbach paper-making 
breakthrough. He knows it will bring 
Printers premium quality printing 
papers, with an extraordinarily 
level/smooth surface at non-premium 
prices. To be available early in 1959. 





PROCESS PLATES 


at moderate prices? 


Cail on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air 


G.R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


Fine, Fast, Fairly Priced Photography - 


pics 


Photographers 


DEARBORN 2-1062 


sTREE HICA LLINOIS 


For every picture need 


PUBLICITY 
COMMERCIAL 
CONVENTIONS 
ILLUSTRATIVE 
SALES MEETINGS 


INDUSTRIAL 


Twenty-four hour phone 
to give you faster, 


quality photographs. 
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designated newspapers. The Miami 
News and Palm Beach Post-Times, 
as well as the Fort Lauderdale 
News, have already adopted the 
plan. 

According to Mr. Gore, “The 
newspaper member list is growing 
rapidly. Our future hopes are to 
provide a nation-wide scope to Ad- 
Wrap—to achieve representation in 
major markets in every state.” 

Johnson & Johnson and its agen- 
cy, Young & Rubicam, have sched- 
uled follow-up surveys, in con- 
junction with the newspaper’s re- 
search and merchandising depart- 
ments, to determine the extent of 
consumer and retailer reactions. 

Publishers reportedly like the 
plan because they foresee a definite 
circulation promotion advantage. 44 


illustrated Brochure 
Tells Story of Paper 


Thirty-four pages of text and pic- 
tures tell the story of paper-making 
in a brochure prepared by Wausau 
Paper Mills Co., Brokaw, Wis. 

Printed in several colors and gen- 
erously illustrated, the 
traces the paper making process 
from the manufacturer of wood 
pulp to the cutting, packaging and 
shipping of the finished paper. 


brochure 


. for more details circle 127, page 117 


Office Printer Employs 
‘Direct’ Lithography 


A new 
which 


office printing machine 
prints by “direct,” rathe 
than offset, lithography is the Or- 
mig Lithoset. It has been introduced 
for the first time in this country by 
Copy-Craft, New York. 

The machine prints directly from 
photo and printing plates without 
the use of a rubber blanket. Up to 
50,000 copies can be produced di- 
rect from photo plates and up to 


No Blanket . . Ormig Lithoset direct off 
et machine prints directly from cylinder 


without employing rubber blanket 


20,000 copies from direct typing 
plates, according to Copy-Craft. 
The machine is said to be fully 
automatic and its one-lever control 
is designed for operation by regular 
office personnel. One knob controls 
the flow of ink and the fountain 
solution never needs adjustment, 
Copy-Craft states. The unit can be 
pre-set for quantity needed and 
automatically stops when the de- 
sired quantity is produced or when 
the paper supply is exhausted. 44 


Restyles Award-Winning 
Thermo-Fax Model 


A restyled “Secretary” model 
Thermo-Fax copying machine and 
a new heavy-weight copy paper for 
Thermo-Fax use have 
nounced by Minnesota 
Manufacturing Co. 

The new machine is a continua- 
tion of the previous styling which 
won an Industrial Designers Insti- 
tute award earlier this year for the 
most outstanding design contribu- 
tion to the office equipment field. 

The new paper, called Type 30 
Thermo-Fax copy paper, is said to 
be durable and stiff to resist tear- 
ing and rough handling. It can be 
used in any existing Thermo-Fax 
machine as well as in the new unit. 

The Thermo-Fax process utilizes 
heat to produce completely dry 
copies in a few seconds. Further in- 
formation on the new model and 
paper can be obtained from Dept. 
S8-316, Minnesota Mining & Manu- 
facturing Co., 900 Bush St., St. Paul 
6, Minn. 44 


been an- 
Mining & 


Laminated Foil May 
Soon Have New Rival 


Laminated foil-on-paper may 
soon have a new competitor for the 
huge market represented by pack- 
aging materials, labels, tags and 
advertising inserts. 

According to K. C. Taylor, prod- 
uct specialist, F. J. Stokes Corp., 
Philadelphia, continuous coating of 
paper by vacuum deposition can 
produce satisfactory results for 40°, 
to 70°, of the cost of laminating 
foil. The difference in cost depends 
upon the base stock selected. 

Stokes manufactures _ several 
kinds of processing machinery in- 
cluding high vacuum equipment. 
The company’s equipment for vac- 
uum coating paper can do so at 
speeds from 500 to 1,000 feet pei 
minute and can handle any pape 
stock width up to 96”, the company 
reports. a4 





An award-winner himself, this 


art director speaks his mind 


on a subject that has often 


been considered too delicate 


to bring out into the open. 


By Stuart |. Freeman 


What's Wrong With 
nt déRECIOR® Shows 


that investments of many millions image; it is not what we really do. 


of dollars require. This damaging I believe art directors are objec- 
management attitude is reflected in tive in their duties daily in a man- 
our salary scale ner commensurate with their re- 

sponsibilities. Nevertheless, we are 
> In the June 1958 issue of ADVER- irresponsible um the practice of 
TISING REQUIREMENTS, an _ article showing subjective art to represent 
pointed out that art directors seen is. What our 


to apply one standard of work for 


shows demonstrate is 


simply and solely the errors of the 


] 


clients and another for themselves 


and our ab- 
imitation. They 
definitely do not reflect the state 


clients is generally im n us f mind in our regular practice 


makers of our policy, 
Do they really? We apparently have ject 
only one standard. The one 


penchant for 


Let us not kid o 


, particularly in 
He solved by 
tep 
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‘Satisfaction is assured with 
CRESCENT illustration board!” 


write for free samples to: 


Crescent Cardboard Company 
FORMERLY 
Chicago Cardboard Company 


1240 N. HOMAN AVE., CHICAGO 51, ILL. 


ready-to-use- 
art for offset! 


Clearance Sale! 


cere ree ewee ea srrseseumecssaseceseeeseses 


GRAB BAG OF $4995 
‘CLIP BOOK ART Aavitie§ 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 
satisfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


ATTENTION 


GETTERS! 
DOUG MACK'S 
“MOPPETS” 


Hundreds availabie 
E xclu ive use 
Low Priced 
Outline specific 
campaign for 


elected samples 
“Seven Agencies are 


DOUGLAS MACK mekinn @ presente- 
1550 Church St., San tion.” 
Francisco 14, Calif. 


RL FP LP 


Versatile 


for ART * PRINTING * PHOTO « 
LITHO * SILK SCREEN © ENGI. 
NEERING 


Send for Catalog G 
LACEY-LUCI PRODUCTS CO. 
3) Central Ave. * Newark 2, N. J. 


$48S andup DEALERS: Choice Territories Open 
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ing a message to a particular audi- 
ence, and not ends in themselves. 
This art, although produced in far 
greater numbers, is hardly ever rep- 
resented in a show and never wins 
an award. Why? Because it is not 
the type of art for a show. 

Realizing that, when examining 
our own organizatiom’s output of 
the year, we select only those ex- 
amples for submission to the screen- 
ing committee, think 
conform to the acceptable style. 
Only a small percentage of our 
work, the few pieces in which im- 
pact was the sole requisite, are 
thrown into the show hopper. Out 
of this hopper, multiplied eighteen 
times, comes forth the “best of the 
year.” No matter how we artists 
like it, we must realize that it is 
only one style and should not con- 
sider it the sole one. 


which we 


> I have heard it called the school 
of contrived or self-conscious de- 
sign. Its emphasis is on mannerisms 
and it is basically an exercise in 
ingenuity. Liberty is taken with 
the substance to form an artificial 
effect. The main objective is to call 
attention to itself. The concept is 
one more suitable for fine art, than 
to convey a message 

In some ways it resembles many 
of the current fashions (for women, 
of course). Instead of enhancing 
the classic female figure, which we 
all agree is beautiful, many of the 
clothes have distorting or conceal- 
ing lines at variance with the nat- 
ural figure, or overemphasizing one 
aspect, generally a sensual one 
(fine, if that is the sole purpose). 

It seems that we are completing 
a cycle. First we were considered 
only as artists, imaginative, able to 
draw and paint, familiar with tech- 
nics, adverse to working unde) 
limitations for the various printing 
processes, not concerned with the 
cost of production, and, of course, 
very subjective and_ impractical. 
We were thought of and spoken of 
by management as a beret and 
smock brigade trying to make an 
honest buck 

Then we demonstrated that we 
could do excellent work for indus- 
try under production and_ cost 
limitations. Furthermore, we _ pos- 
sessed the objective approach of 
alining content to 
ceptivity, and 


audience re- 
compatibility with 
management. But that is not the 
impression given by our shows. 


> Let us look at the problems the 
art directors faced in Washington 
about ten years ago and how we 
tried to solve it. I'm sure sixteen 
of the eighteen art directors clubs 
have the same problem. 


The only cities where buyers of 
good art thought it could be ob- 
tained were New York and Chi- 
cago. If a client wanted superior 
art he went to those cities. We in 
Washington felt that good work was 
also being produced there and that 
we were capable of turning out 
even better if we had the chance. 
Also, we hoped that some of our 
top flight specialists might not be 
forced to leave because of lack of 
work. 

We decided to have annual com- 
mercial art shows, and called them 
that. They were sponsored by the 
Advertising Club until the Art Di- 
rectors Club, of which I was one of 
the founding members, was organ- 
ized several years later. The ob- 
ject was to prove that good art 
could be purchased in Washington 

We never really got on the track 
We followed the styles set by the 
New York and Chicago clubs al- 
most at once. Printers and others 
in the trade went along with the 
idea and practically dragged their 
clients to the show. The reaction— 
“If that’s what you call good art 
and design, let me out of here.” 
Through the years our shows re- 
semble New York more and more 
and to a great extent are merely a 
warmed-over 
show. 


version of the big 


> Because of unlimited entries in 
each classification, the few working 
in the high style dominate the show 
Moreover, many short-run, self- 
promotion pieces are displayed, the 
artist himself being the client. 
Artist talking to artists, similar to 
the eighteen Art Directors Clubs 
trying to impress each other. 
Industry in Washington is negli- 
gible in number and influence. A 
preponderance of work produced 
is for trade associations, education- 
al, cultural, and scientific organiza- 


Hm—2,000 pounds— 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
nt. J-l e Telephone: MI chigan 2-5651 


THINNING wo WEIGHTING 


REPROPOR TiO sinc 
PERSPECtTives 


ITALICIZING ¥S¥MNSW 
Us YY 


ST SULDOME 


De Wi 


Special effects 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want 
— we'll reproduce it to perfection. 
PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Since 1937 the greatest name in Trick 
Photography and Process Lettering. 


tions and government agencies. Ex- 
cept for retail stores there is not 
much advertising art that requires 
a merchandising appeal. In the 
main we deal with the problems 
of graphic presentation to special- 
ized groups. Our shows exhibit 
work that resembles that of the 
other instead of reflecting 
format evolved from the content of 
the characteristic work here, which 
is different from other areas. 

The shows of all eighteen clubs, 
no two cities alike, have a same- 
ness of appearance. Simply because 
work of only a limited 
considered. 


clubs, 


range is 


> We are taking the easiest way out 
and yield to the attraction of a sys- 
tem in which final and all-embrac- 
ing truth is laid down and author- 
itatively interpreted for the faithful 
by the “names” of New York and 
Chicago. We, who are supposed to 
be masters of the communicative 
arts, communicate only with our- 
selves. 44 


Aluminum Box Eases 
Shipping Of Artwork 


A reusable, all-aluminum ship- 
ping container designed to provide 
strong but lightweight protection 
for shipping artwork by air or ex- 
press is announced by Muckle Man- 
ufacturing Co., Owatonna, Minn. 
The container is 28” long, 22” wide 
and 314” deep. 

Designed primarily for shipping, 
it is said to provide safe, clean stor- 
age for many types of art materials 
and can be stored without taking 
up excessive space. It is fashioned 
of 0.064 gage aluminum and has a 
continuous hinge, two pull-down 
latches with padlock eye and an 
address card holder on the top. 44 


Brochure Outlines Free 
Photographic Services 


Idea starter for 
ers and 


artists, advertis- 
agencymen interested in 
compiling a directory of sources for 
photographic art is “How To Get 
Free Photos,’ a 12-page brochure 
published by Harry Tankoos Jr., 
president, Better Impressions Inc., 
New York. 

Not a guide list in itself, the bro- 
chure suggests categories of sources 
willing to cooperate in furnishing 
photographic material without 
charge. A list of trade associations 
known to be cooperative on this 
score is also included. The brochure 
is available on request. 


- for more details circle 115, page 117 
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A BRAND NEW LINE! 
TTT (UY 


4-COLOR BULLETINS 


out 
rons 
were 


reo carpet’: 


Fresh impact for your messages 
with lively, colorful letterhead-size 
formats. Pre-printed with light 
touch art and headline. 22 unusual 
designs. 24 hour delivery. 


AU ae 


IDEA ART 


307 Fifth Avenue, New York 16 
Telephone: MUrray Hill 6-7270 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


Art0- Graph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render 

visualize 


illustrations; 
layouts; & 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned 


Write for 
folder! 


Takes up no floor 
space — uses over- 
head “‘dead” space. 


BM OIVISION OF 


J. A. ENGEL, Inc. 


Minneapolis 9 Minn 


MAE 


4837 Emerson Ave 
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By Ralph C. Charbeneau 
Advertising and P. R. Director 
O Cor 

Detroit 


ure-Pak Div Ex-Ce 


It's a long way from a machine 
engineer's blueprint to four-color 
insert ads in dairy trade magazines 
which show a house utilizing Pure- 
Pak milk cartons as buildin 
But that’s I successful 


traveled by Pak’s advertising 


blocks 


route 


poli \ 
Pure- 
build 


aging 


January 1959 


age in the world 

The Pure-Pak advertising philos- 
ophy over the years has been to 
“Advertise a product we do not sell 
(milk) to a customer with whom we 
do no business (the consumer).” 

Pure-Pak has grown by selling 
the carton which our machine turns 
out—not the machine itself. In other 
Pure-Pak sells dairies a milk 


packaging system 


word 


de advertising 
cartons ar- 


< 


Pleasing 1000 
With a Single 


a dramatic presentation, something 
with color and impact. So we de- 
cided to use two-page, four-color, 
lithegraph inserts. 

Our agency, Fred M. Randall Co., 
Detroit, figured the trim sizes for all 
the books, got the saddle-stitch, 
side-stitch problem ironed out and 
we moved ahead to arrange for 
photography. 


> An art render a 
beautiful layout but turning this 
into transparencies and key lines 


directo} can 


for the lithographer is something 
We needed a quart carton from 

all customers who 

Pak cartons on 


: 1 
well aS fol 
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A TOUCH OF 
Customers 


Photograph 


for that very, 


very special 
How We Got the Photo 
Number 14 in a Series PRI NTED 


PIECE 


carton flat. (Pure-Pak blanks are 
fed into our machines flat. The 
automatic machine does the rest 


and the cartons come off the line ( ’ \ x 
formed, coated and sterilized, filled s PA R H EB 
amd sealed ready for your refrig- SORG ed 
erator.) 

A few days after the wires went Delightfully new...distinctively different ...excitingly 
out, the mailman dragged in canvas glamorous! 
mail sacks filled with flat carton 
blanks. A check-off list showed we 
were off to a good start. Now the 
cartons had to be formed and rub- 


That sums up in a few words the almost unanimous 
comments of printers and paper buyers who have 
used PARCHTEX — Sorg’s luxurious new paper with the 


distinctive texture and appearance of fine parchment. 
ber cemented on a flat at the pho- 
tographic studio. We cemented both ¢ Write for — 
the cartons and the flat surface or phone your Sorg 
the carton ‘ould be ved Distributor to obtain ; , 

— eS Sas Se Re ey PARCHTEX Swatch _ invitations, or for any job designed to be different. 
straightened and generally fussed books and a selection : 

: : Ase ? tan baad ad ed SOrg’S PARCHTEX. is available in stock, in Natural, 
with by the art directo1 Of PARCHTEX printec 


samples. sparkling White, soft Green, delicate Pink, and a beau- 


PARCHTEX prints beautifully by offset, letterpress, ther- 
mograph, or silk screen...and is strikingly impressive 
when used for letterheads, certificates, announcements, 


tiful Blue tint—in both text and cover weights. 
complicated problen 


T ‘ 


PAPER COMPANY *+ Middletown, Ohio — 
1R CON 


Ae THE SORG PAT" een ctinaitiebnideamenae 


ms SORG STOCK LINES 
indow on Embosse en 0 MATS PHasH © 
lilterent 


transpa 
The o 
Florida 


Offices in NEW YORK © PHILADELPHIA * CHICAGO + BOSTON © ST LOUIS * LOS ANGELES 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


Where do you get BETTER SERVICE than at P& A? 


a  ———— 
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SOUND OF GENIUS fa 


We Ri S| 


it type 


Tens of thousands of artists, 


ad men, printers, editors and 


eee EAT 


students 


Haberule 


accurate copy-fitting tool ever 
devised 
or order direct.. 


At art supply stores 
. only $7.50 


HABERULE 


BOX AR-245 + WILTON + CONN. 


the “selling-est” displays 
are powered 


by dependable oa 


SNYOER @ BLACK 


SY WEWWOLK 


TIMING MOTORS 


SYNCHRON—the 
proven name in P.O.P 
motion— built by Hansen, 
recognized as quality 
leader in timing motors 
Precision engineering and 
rigid quality control as- 
sure dependable, trouble- 
free power. 


Super Hi-Torque Timing Motor 


Ideal for short term applications operating turntables, 
display wheels, rotating signs, and easily adapted to 
any special type of motion display. 30 inch ounces 
guaranteed torque at | RPM. 


Hi-Torque Timing Motor 


For long term operation of turntables, display wheels, 
and rotating signs. 20 inch ounces guaranteed torque 
at | RPM. Can be adapted to any special type of 
motion display. 


'y) 
it Workhorse of the Industry” 


OVER 50 YEARS OF SERVICE 


ESTABLISHED 1907 PRINCETON II, IND. 


The Fromm Co., 51 W. Mad 
ago, | Winslow Electric Co., New York, N. Y 
hi ph Cleveland; Electric Motor Engineering, | 
3-7591) and Oakland, Calif H. C. Johr 


Buf Binahamtor 


HANSEN REPRESENTATIVES 


t Chester, 


te alo yracuse 


Advertising 5 


BIG SHOW 


OF 


PRODUCTION - PROMOTION 
MERCHANDISING 


To see it... 
read afr 
To get init... 
advertise in ar 


y ADVERTISING 
REQUIREMENTS 


discovered the 
Visual Copy-Caster 
to be the simple st, fastest, most 
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Compact . Vertiflex pocket file em 


ploys kraft envelopes suspended m 


aluminum hanger blade 


Space Saving File Keeps 
Artwork, Stencils Safe 


A space saving 
keeping negatives, plates, stencils 
and artwork organized and _ pro- 
tected has been introduced by Plan 
Hold Corp., South Gate, Cal. Called 
the Vertiflex pocket file, the system 
consists of special kraft envelopes 
vertically suspended from flexible 
aluminum hanger blades. The en- 
velopes will accommodate materials 
up to 24x30” in size. 

The files can be mounted on any 
wall surface or contained 
a Plan Hold Combo cabinet. One 
foot of wall will accommo- 
date 96 files. The company will sup- 
ply additional information. 

- for more details circle 116, page 117 


vertical file for 


within 


space 


Carbon Typing Can Be 
Erased Sans Smear 


A special pair of erasers for re- 
moving copy typed with a carbon 
ribbon has been developed by Wel- 
don Roberts Rubber Co., Newark, 
N. J. Carbon ribbon typed material, 
popular for use in photo offset re- 
production, has been handicapped 
because erasures are smeary. 

Weldon Roberts, working with 
manufacturers of carbon ribbon, 
that neat, smudge-free era- 
sures are now possible. The com- 
pany recommends its’ Roberts 
Green Glow eraser No. 448 for re- 
moving surface carbon. Step two in- 
volves use of the company’s Gray- 
point eraser No. 3650 or 378 for 
removing the final image. Samples 
and a description of recommended 
methods are available. 


says 


. for more details circle 117, page 117 





Proud Winners . 


everybody. Jim Lourwood (left 


. The 1957 winners turned out to be male, much to the surprise of 
got the job he wanted in an industrial cafeteria as the 


result of his winning. The other chef is Fred Wiethuchter 


How to Cultivate 


The Teen- 


When Laclede Gas Co. began its 
direct cultivation of the teen age 
market in 1956, it was not a ques- 
tion of “why” but “how” to culti- 
vate this potentially 
market. 

Based on the soft-sell approach, 
Laclede and its ad agency, D’Arcy 
Advertising Co., St. Louis, are now 
entering their fourth year with a 
cook-off program called the Chef 
Blue Flame Contest and Club 

Purpose of the program 


sales-packed 


1. To get teen-agers interested in 
cooking with gas. 

2. To create interest in and good- 
will for the public utility 

3. Through accomplishment of the 
first two, ultimately accomplish the 
sale of gas appliances and use of 
gas. 

Bonnie Dewes, vice president and 
account executive at D’Arcy, points 
out that the Laclede teen age pro- 
gram is successful because it in- 
cludes 
1. Participation by both boys and 
girls. 

2. Competition among 
and among schools. 


individuals 


se 


Entertainment 

Cash awards 

Recognition. 

And, most important of all, the 
element of a good time meshed into 
the entire program. “If teen agers 
have a good time, they will remem- 
ber you and your product whether 
you talk about it or not,’ Miss 
Dewes points out, “and this, we 
thought, is better than hard sell.” 


>» The Chef Blue Flame Contest is 
open to boys and girls of high 
school age in the St 
Boys are included in the contest, 
because Laclede recognizes. the 
steady rise in male cooking ability, 
and because a co-ed 
naturally 


Louis area 


program is 
more interesting to the 
contestants, particularly when teen 
agers are involved 

To qualify for contest entrance, 
students submit a favorite recipe 
and complete a jingle which is in- 
cluded in a monthly Laclede Gas 
Co. ad in Prom Magazine for teen- 
agers. 

On the basis of teen-appeal in- 
terest of the recipe, and originality 


Laclede Gas Co., St. Louis, 
has learned that it pays 

to make friends with the 
teen-agers, but it takes 


a special knack 


arket 


of the jingle, ten students are 
chosen by the Home Service de- 
partment of Laclede Gas Co. each 
month 


>’ These students are then invited 


WHICH TWO WILL FLYSHIGHEST’ 


in this mont 


Monthly Ad .. . Each issue of ‘’Prom’”’ 
carries an ad promoting the month’s 


winners and asking for new entries 
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FREE! 


“HOW TO” 
FOLDER 


--. Gives 
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for ¢ SALES PROMOTIONS 
¢ TRADE TOKENS 
© ANNIVERSARY SOUVENIRS 
e GRAND OPENING AND 
OPEN HOUSE SOUVENIRS 
e TOURIST NOVELTIES 
© SPECIAL KEY CHAINS 


New, thought stimulating brochure tells 
how to put Leyse’s advertising COINS to 
work for you. Low in cost yet high in 
value, they are practically unlimited in 
scope and provide a constant reminder of 
your product or organization. People like 
to handle coins, so they are handled and 
seen many times! Write for your free copy 
of this helpful brochure today—Dept. AC 
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that really 
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promote +< 
premium quality 


Balloons Imprinted with your 


company name, these 


colorful balloons are available in all sizes 


shapes and colors low-cost, high impact 


imprinted balloons will add punch to any 
promotion! ° 
Fairs 
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rd) Premiums 


Giveaways 


Direct Mail 
Point-of-Sale 

New Products 

é Special Events 


Jf 
e Store Openings 
Merchandising Aids 


FOR COMPLETE INFORMATION, PRICES 
AND SAMPLE, WRITE 


EAGLE RUBBER CoO., INC. 
ASHLAND, OHIO 
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to participate in a monthly cook-off 
at Laclede Gas Co. at 9 o'clock on 
a Saturday morning, beginning in 
November 

Two winners are chosen each 
month. Each receives $25 in cash 
plus an evening of entertainment 
for two at a restaurant or club of 
winner's choice. All expenses, with 
exception of hard liquor, are paid 
by Laclede. Laclede has gone into 
the promotion of the teen age mar- 
ket in great depth even to the point 
of alerting night club and restaurant 
owners that these guests are teen 
agers and not to be served alcoholic 
drinks 

Each of the other monthly con- 
testants receives a gift certificate 


for a record album of his choice 


> The two winners from each month 
compete in a final cook-off in May 
for the grand prizes. Two first prize 
vinners n final cook-off receive 


5200 Tw d piace winners 


eacn 
The 
ner also 
the home econon 
rie school 
1] 
1] 
id 
rd ana 


aiso a 


Flame 


trademark is keyed into every phase 
of the promotion and is the only at- 
tempt to use any kind of commer- 
cial. Sales pitch about equipment 
used in the contest is eliminated, 
nor are the contestants subjected 
to any kind of plant tour. However, 
after the first months of the contest 
youngsters began asking questions 
about the equipment. Now Laclede 
home service people are on hand 
to take care of this situation when 
it arises. 


>’ Among judges for each cook-off 
is a celebrity from either radio, 
screen, tv, stage or sports. Judging 
points are based not only on taste 
and quality of finished product, but 
each contestant is also judged on 
personality, poise, appearance and 
friendliness. 

The celebrity judge, who may be 
appearing locally at night club or 
theater, is someone well known to 
teen agers. He arrives early and 
visits with the youngsters, enter- 
tains and remains to eat lunch with 
them after awards are made. 

Highest priced theatrical and 
sports stars give their time without 
cost to appear at these cook-offs 
They, too, know the value of culti- 
vating the teen age market, the ad 


agency Says 


> Lunch, which is prepared for the 


contestants and the judges in the 
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PRINTS BETTER 
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POLAR WHITE PARCHMENT IS A TRUE PAPER, developed in our 
laboratories and made on our paper machines, of refined vegetable fiber pulp. It 


has the expensive look of antique sheepskin parchment but it prints better, handles 
better, folds better. 


POLAR WHITE PARCHMENT is shades whiter, yet retains the 
interesting texture and crisp feel of parchment. It makes a background of high 
brilliancy that imparts gemlike clarity and sparkle to colors. It gives pertect press 


performance and its unusual dimensional stability adapts it for multi-color printing. 
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to buy something she’d like for the 
department. It provides opportunity 
for both recognition and an incen- 
tive for her students. And, it gives 
her a night out with other teachers 
of the area as guest of Laclede at 
the opening of the contest. 


> Promotion for the contest and en- 
try blanks are channeled through 
the home economics teachers. A 
series of ads in Prom, introduces 
the contest, promotes it and pictures 
winners throughout the year. 
Invitations to students for final 
cook-off, and any other contacts 
necessary for either the ad agency 
or Laclede, are done by Chef. Blue 
Flame as the voice of Laclede, on 
his own Chef Blue Flame stationery. 
This use of the Blue Flame trade- bt as fe 
mark in depth builds a strong prod- » - 
uct identification in the minds of Best GIVE-AWAY idea in sight! 
the teen agers. They also recognize s 


the trademark in the company 's j ~ USEFUL— Over 70% of your customers and prospects weor 


a = ‘ lasses . . . glasses that are cleaned 2 or 3 times a day. 

newspaper advertising and on tv 9 g y 

Pigene: : SIGHT SAVERS booklets LONGLASTING—SIGHT SAVERS booklets have an average 
and radio programs, the ad agency 


= imprinted with your company life of 30 days; Dispenser-Paks, over 3 months! 
points out. 


. message. LARGE ENOUGH-— Greater attention value. Plenty of room 
Laclede’s cost per head or per for an effective advertising message. 


hundred youngsters is difficult to FREE SAMPLES VALUABLE— Purchased regularly by millions of people at 


determine, because for each con Write today—fer prices end full ae ee ee ees eee ee 
. aus F # ; 
details on different ways you can DIFFERENT— Ideal for calling cards, or convention hand- 
testant an undetermined circle of use imprinted SIGHT SAVERS... cule. May be walled witheet spacial padinainn 
the best silent salesman in sicht . F 


potential sales is reached. In terms nei Gt. at 


of goodwill alone, gained by getting 
a youngster inside a public utility 
before he receives any preconceived CANADA: Dow Corning Silicones Ltd., Toronto Dow Corning ee 
notions about it, the cost is negli- wii 
gible. 

Now in its 4th year, the contest 


has the continued support of teach- Atter he saw Johnn 
ers and teen agers with one,he INSISTED 


we shopHERE ! 
>’ While the idea of a cook-off has 


been used by other public utilities, 
these have usually been only one 
time shots, the ad agency points 
out Operation Chef Blue Flame 
is the only program which deals 
with the cultivation of the teen 
age market on such a large, con- 
tinuous scale 
Because of this Laclede has also = LOOK MOM, 
received wide spread publicity he has a 
through the American Gas Assn BALLOON ! 
and through regional, district and 
local gatherings of association met 


bers q< 
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Steps to? Success 


in, Premium PDromotion, 


One of the leading users of 


self-liquidating premiums ex- 


plains how to avoid getting 


yourself into a premium pro- 


motion that sells nothing but 


premiums. 


By James W. Arnold 
Sales Promotion Manager 
Cellucotton Sales Div 
Kimberly-Clark Corp 
Neenah, Wis 


There are, I believe, at least 
seven basic considerations to be ex- 
plored when one talks of increasing 
the effectiveness of self-liquidator 
premiums. While the following list 
may not be all-encompassing, it 
does give us some elementary 
guideposts. These are the elements 
of almost any self-liquidator pro- 
motion 
1. Setting up 
tives 


promotional objec- 
2. Selecting a premium to best ob- 
tain those objectives. 

3. Selection and checking on pre- 
mium handler. 

4. Point-of-purchase 
terial 

5. Advertising 


display ma- 


6. Sales presentation material. 
7. Communications and 
tion. 
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distribu- 


Each is important by itself; fail- 
ure within any one of these ele- 
ments is bound to prove costly in 
terms of effectiveness. Let us ex- 
plore them in order. 


1. Setting Up Promotional Ob- 
jectives . . First, define product 
objectives such as consumer incen- 
tive, dealer incentive, etc. 

Second, outline your product 
sales quota, paying particular at- 
tention to the impact you expect to 
create among your very important 
customers. 

Third, set up a precise timetable 
for all elements, including each 
stage of production for all the ma- 
terials that must go into the pro- 
motion 


>» Over-all objectives are varied but 
here are a few specifics: 

© To gain new product customers 
A fair percentage of households try 
a product because of a premium 
offer. Of these, most have repeated 
on the product. 

© To obtain dealer displays. In this 
regard, premium promotions are 
one of the best and least expensive 
e¢ To promote a “family of prod- 
ucts.” 

e To increase the size of purchase. 
© To stimulate off-season or ad- 
vance buying. 

© To meet competitive activity. 

© To stimulate advertising reader- 
ship and to help evaluate the effec- 
tiveness of advertising media. 


IMOTIONS FOR DOUBLE QUICK TURNOVER 
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Business Paper Ad A 
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in full color ‘ 3° 
told grocers about 
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instructions 
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Combined Mass Display . . . Three pr 


d 
gispiay 


ird tube 


Consumers are generally aware of 
manufacturers offen 
premiums and their attitude toward 
premiums is generally favorable 


the reasons 


2. Selecting Premium .. This 
should, of course, be done according 
to the dictates of the product to be 
sold. For the most part, or when- 
ever possible, the premium should 
be compatible with the product and 
its merchandise category 

If mass premium redemption is 
required, then a premium with a 
high saturation should be sought. 
Novelties or gimmicks can be risky 
here. Instead, seek something that 
borders on necessity, something that 
is purchased with regularity which 
you can offer at a bargain. And 
since women make most of today’s 
purchases, your premium should 
have eye appeal for women and 
they should be able to recognize it 
instantly as a bargain. 

If mass product displays in high 
traffic stores will sell the product, 
then a premium with “dealer ap- 
peal” might most effectively be used 
on displays in the store. Incidental- 
ly, many a mass display can be in- 
stalled when your 
offer a store manager something of 
value in the form of an actual 
premium affixed to a p.o.p. piece, 
which the manager gets to keep 
after the display has served its pur- 


salesman can 


pose. 

Research assures us that 75% of 
all supermarket sales are the result 
of “store decisions.” This means that 
most food items are impulse items. 
So, mass product displays are an 
important part of a promotion for 
a product that will sell well on im- 
pulse. 


3. Premium Handling .. The 
prime objective here is to have the 
consumer receive the premium 
within two weeks. Beyond two 
weeks the customer gets a little 
more impatient with each passing 
day. Aside from satisfaction with 
the premium itself, consumers are 
impressed with two-week service. 

There is only one way to check 
on delivery of premium items, and 
that is to continually order samples 
of your own items. To make sure 
that your premium handler’s em- 
ployes are doing their job properly, 
you should occasionally submit or- 
ders without the money enclosed, 
with insufficient money enclosed or 
with no box top or label enclosed. 
See for yourself how “problem” or- 
ders as well as routine orders are 
being handled, paying particular at- 
tention in all cases to promptness. 

In the area of filling premium 
orders many of us feel that much 
can still be done to improve pro- 
motion effectiveness, and make 
marketing departments more recep- 
tive to premium promotions in the 
future. 


4. P.O.P. Displays . . Good point- 
of-purchase display material is 
highly important to the product 
promotion. It helps get dealer co- 
operation, and it serves as “shopper 
stoppers” in traffic locations because 
every woman, at heart, is eager to 
seek out a bargain. Premium offers 
make attractive and unique p.o.p. 
displays; each promotion provides 
the opportunity for new and differ- 
ent elements. Besides your more 
spectacular showpiece displays, 
“take-one” order forms are impor- 
tant on your display of merchan- 
dise 


5. Advertising . . Premium liqui- 
dation will be determined to a great 
extent by the number and quality 
of consumer messages. As is the 
case with p.o.p. displays, many at- 
tractive ads can be built around an 
attractive premium. Here is where 
you can get across your quality and 
bargain messages best of all, plus, 
of course, an order form 

Package inserts are a good form 
of low pressure advertising, and a 
message on the outside of youl 
package is perhaps even better. But 
magazines and newspapers, by and 
large, are your best bet. Advertising 
considerations will be treated ac- 
cording to the dictates of the prod- 
uct objectives and budget 


6. Presentation Material ... 
Much thought should go into the 
preparation of salesmen’s presenta- 
tion material so that it will be com- 
patible with your product objec- 
tives. This material is the most im- 


FREE CATALOG OF 


Outdoor 
Displays 


16 PAGES OF 
DISPLAY IDEAS 


Pennants—Flag, strip, panel, spiral, 
and propeller styles. Letter-Banners 
Your own messages in cloth letters up 
to 28” high. Grand Opening and An- 
niversary Displays—For any type re- 
tail outlet. Holiday Decorations—Gay, 
colorful, festive. Also Cutout display 
letters, plastic spinners, stick-on post 
erettes, nautical display flags, etc. 


ORDER YOUR FREE COPY TODAY 


The Pratt Poster Co. 


N. NEW JERSEY ° INDIANAPOLIS 4, INC 


QUANTITY PHOTOS SELL ANYTHING. .. ANYWHERE! 
QUANTITY PHOTO CO., 119.W. HUBBARD ST. CHG. 10 
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portant communication you will 
ever create. 

This material must be created so 
that the salesmen can understand 
it. Even though they didn’t create 
it, they 
quickly and comprehensively per- 


must be able to use it 


suade dealers that the promotion 
will stop consumers at the point-of- 
purchase. If it does that, the pro- 
motion sale is made and a display 
iS part ol that sale. 


7. Communications .. Be sure the 


communications to the field sales 
force are clearly written so they 
may be completely understood by 
the newest or greenest trainee in 
the sales force. 

> Premium promotions can _ bring 
salesmen to life. It gives them a 
spirited story for the trade and one 
that is winning more and more sup- 
that is, if all the 
foregoing elements have been thor- 
oughly co-ordinated before sales- 
men make their calls. 44 


port from dealers 


For Golden Anniversary .. . 


Chocolate Bar Gift 


Welcomed 


By F. D. McCally 
Vice President - Sales 
Chicago Apparatus Company 


A chocolate bar brought us golden 
returns in launching our 50th an- 
niversary throughout 
1958. May the rest of our promotion 
plans be as good! 


celebration 


Searching for an appropriate gift 
to call the attention of customers to 
our half century in business, we 
chose a 1-lb. milk chocolate and 
almond bar with a special wrapper. 

The response from those who re- 
ceived the bar was more enthusias- 
tic and sincere than to many ex- 
pensive have 
sent to buyers through the years. 
We sent out 400 chocolate bars and 


Christmas gifts we 


got more than 50 personally written 
letters of thanks. In addition, of 
course, nearly all other recipients 
thanked our salesmen orally 


> I think that the gift was especially 
welcome because it represented fine 
quality without giving the impres- 
sion we were lavishing money on 
customers. It also had the advantage 
of being unusual because most peo- 
ple don’t sample such top grade 
milk chocolate very often 

In addition, candy is one of those 
which 


universally accepted gifts 


seems to please everybody Even if 
the individual recipient doesnt eat 
candy, he’s always glad to pass it 
around the office or bring it home 
to his wile. 

We wanted to keep our gift free 
of “commercial” while ientily- 
ing the reason Io! 
wrapper that wi 
Cook Chocolate C 

“Made « 
CA 
1908 50th Anniversary 1958’ 
There followed the company’s full 
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name and three city designations, 
Chicago, Kansas City, and Washing- 
ton. We enclosed regular business 
cards from J. O. Bengston, presi- 
dent of our company, and myself. 

The only gold in the gift was the 
lettering on the package. 


> It was a trouble-free gift, too, and 
one which mailed especially well in 
February. Cook Chocolate handled 
all details, including design of the 
wrapper, packaging and mailing to 
the list we furnished. The cost to us 
was less than $2 each, including 
mailing and special wrapper. 44 


Action Line Specialties 
Illustrated in Folder 


Two dozen molded plastic special- 


tles snowll aci cality and 


8lox 


ImMmageinatio! 


11” iil 


Mold 


the key tag emo clip, 
letter open 


Mix-Stix and ; 
Other items 


coaster, a 


nelude < 


variety of key tags designed as 
parking-meter timers, a map-milage 
measure, compass, and a gas-mil- 
age computer. 

All items in the line are available 
with advertising imprint. 


for more details circle 107, page 117 


New Perpetual Calendar 
Built on Dial Design 


A. new perpetual calendar, using 
a special dial design, has been im- 
ported from Germany by Webco, 
Chicago. 

Available in 30x42” with a metal 
border, and 30x26” in durable card- 
board, the “Webcalender” enables 
the user to change the days, dates 
and months by dialing. 

The calendar is reported to take 
any type of printing easily and can 
be produced in a multitude of color 
combinations. Suggested applica- 
tions include various point-of-sale 
promotions and permanent 
display locations. 


home 


for more details circle 108, page 117 


Case Histories Suggest 
Printed Specialty Ideas 


A variety of printed specialty 
publications, used by nationally- 
known companies, is available in 
a well-designed “case history” 
booklet from Prentice-Hall, Inc., 
New Englewood Cliffs, N. J. 

Each case history lists the name 
of the client; states the objective in 
full, and then describes the type of 
specialty publication designed by 
Prentice-Hall to solve the problem. 

In addition to the custom-spe- 
cialty case booklet 
gives details on its syndicated pieces 


histories, the 


currently available for specialty uss 
Prices, samples and 
available. 


details are 


for more details circle 109, page 117 
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Sending Mail 


From Europe 


Many advertisers have found that overseas mailings have the oversize 11%” letter, quarte: 
2 a ata folded, and costs $2 per M, printed 
an extra impact. In answer to inquiries from readers, AR oo. woicy- in 100M lots 
has asked a specialist in handling this kind of mail to 
. . ‘ . > ‘tering eliminates st: ing 
outline its advantages. But don’t overlook its problems. ee Sena ae but 
ne atten n vaiue oO oreign 
stamps probably justifies the small 
additional cc One New York di- 
rect mail specialist says, “Circular 
By Merle C. Blair color separation, suitable for re- matte I m Europe is more 
t offs or full to | e « and be 
rovide f thar ne ( Colorful 
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BRODIE'’S “FAMILIAR QUOTATIONS” 


Vf youth knew, 
ff age could. 


HENRI ESTIENNE 1531-1598 


Hank, my boy, you ain't talking about 
business with that quotation. We've 
got a lot of young folks around here 


who know and some old folks who can 


Lode, SERVICE 


$2) sOuTH WABASH AVENUE « WA2 no 
Fost and Resourceful Service Since 
myitigrephing * Mimecgronhine © 

Addrewine * e 
nserting Machines 


a DRAMATIC | 
| SALES CALL } 


Full Color Crocker 
Mirro-Krome 
Advertising and sales 
promotion cards cost less 
than l¢ a piece. The dramatic 
sales punch of your product 
or service in full color 
illustration on sparkling 
Mirro-Krome cards builds 
your sales. Use M-K cards 
for direct mail, samples, 
’ point-of-sales 
merchandising. Dept. AR 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle 322 Colman Bidg. Portland, 1325 S.W. 13th 
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vertiser’s European agent is on his 
(or her) toes, commemorative 
stamps will be specially ordered for 
most Stateside mailings, to take full 
advantage of the American passion 
for stamp collecting. 
Semi-institutional type _ pieces 
particularly may stimulate custome) 
interest and gain added attention 
from the foreign postmark and 
stamps. An advertising agent with 
correspondent 
principal 


connections in the 
European countries can 
arrange for each month’s mailing to 
be made from a different capital 
city. 

The house organ or mailer copy 
follows the same format it would 
mailing within the U.S., with the 
possible addition of boxed copy 
reading, “Because many of our cus- 
tomers are enthusiastic stamp col- 
lectors, we have arranged for the 
next 12 issues to be mailed to you 
each month from a different foreign 
country. When available, special 
Commemorative Stamps will be 
used for mailing.” 


> A U.S. company mailing abroad 
can use a variety of novel copy 
angles. If a company executive 
travels abroad, on business or for 
pleasure, a friendly, personal letter 
sent to regular customers over his 
signature on the letterhead of the 
Grand Hotel in Rome, the George 
V in Paris or whatever hotel he 
designates can earn much good will, 
help cement old friendships. 

A first hand report on the busi- 
ness situation abroad or a European 
convention will interest prospects 
for company business too and ante- 
date trade publication reviews by 
days or even weeks 


>» There’s also a market of more 
than 800,000 American residents in 
Europe. About 10% of these are 
civilian government and_ business 
employes. Approximately 625,000 
are military and dependents. It is 
possible to reach 50,000 American 
families living in Germany by direct 
mail — and at minimum mailing 
rates. The entire 50,000 list can be 
circularized with a one-color letter 
in a 634 envelope for under $25 a 
thousand. 

Psychologically, American mili- 
tary families living abroad are con- 
sidered unusually receptive pros- 
pects for solicitation by American 
firms. In a sense, every piece of 
advertising mail is a “letter from 
home.” 

Military Post Exchanges offer no 
credit facilities, with some minor 
exceptions for required uniforms. 
Stateside savings institutions pay 
3° and 4° on savings accounts. 
The only U. firm with offices in 


TTS 


1 haven't worked up the courage to 
open it yet — 


principal military installations here 
pays 1°; interest! 

American military families living 
abroad are rated extraordinarily re- 
ceptive to any sales solicitation— 
U.S. or foreign. Such unlikely items 
as Bibles have done a tremendous 
dollar volume selling Americans 
overseas by door-to-door solicita- 
tion. Encyclopedias, mutual funds 
and car dealers have likewise done 
a big business. 

Recently the top brass clamped 
down on door-to-door canvasses 
Companies hiring salesmen have to 
bond them at a cost of $50 to $150 
for each man. Considerable red tape 
and delay is involved getting prior 
required clearances, too. So the 
market is more than ever ripe for 
direct mail selling. 


> The 50,000 U.S. families in Ger- 
many who are accessible via direct 
mail have better than average, reg- 
ular incomes. Only the top three 
enlisted grades and commissioned 
officers generally qualify for this 
type of housing. Military pay grades 
range up to $11,500 a year, ex- 
clusive of overseas and dependents 
allowances. 

Yet postal authorities report not 
more than two or three mailings a 
year are now being made to Amer- 
ican communities in Germany. In 
many ways it adds up to a fertile 
market for cultivation. For direct 
mail advertisers, it amounts to dis- 
covering a good sized, above-aver- 
age-income-level American com- 
munity populated with people eager 
and able to buy but until now com- 
pletely overlooked. 

The U.S. company must have an 
advertising connection in Germany 
to make mailings. American com- 
munities in Germany can not be 
circularized from outside Germany 
But since all addresses have access 
to Army post offices, prepaid reply 
cards can be enclosed and can be 
mailed directly back to the State- 





side firm at domestic reply rates. 
The advertiser can request a Postal 
Certificate attesting the number of 
pieces and date mailings are made 
for him, too. 


> Mailing from Europe poses haz- 
ards. The U.S. advertiser must make 
sure he’s ably represented abroad; 
that he will get fast, 
swers and competent supervision 
and execution of orders. Standards 
of business performance are not 
uniformly good throughout Europe. 
Type styles, design and copy treat- 
ment, foreign practice vary widely 
from U.S. custom. 

Typewriter quote marks look like 
reverse-facing commas and Euro- 
pean model machines have no $ and 
¢ signs, so improvisations are sub- 
stituted. An 
typed 


accurate an- 


letter re- 
“perfectly” on a foreign ma- 
chine may contain a dozen devia- 
tions characteristic to Europe. Deal- 
ing directly with foreign managed 
firms invariably 
problem, 


American 


incurs a language 
though one or more em- 
ployes write acceptable English 


> It isn’t feasible to ship printed 
matter from the States to Europe. 
There’s the additional freight cost, 
inevitable transit delays, frequent- 
ly lengthy customs delays and often, 
customs duty. 
amounts to 
castle.” 


Actually, of course, it 
“sending coals to New- 


skilled labor 
Production fa- 
cilities are unexcelled. The busi- 
ness community is eager for busi- 
ness and 
American 


Europe has ample 
Wage rates are low. 


equipped to _ satisfy 


standards of perform- 
ance 

The potential pitfalls are readily 
avoided by getting reliable Amer- 
ican representation abroad. A pro- 
fessional, who knows the local mar- 
ket and will follow through on the 
advertiser’s instructions, can insure 
consistently 


satisfactory work 


> The foreign representative will 
know what countries in Europe offer 
the most modern production facili- 
ties and where to find the lowest 
prices for work that meets Amer- 
ican standards. He knows his sup- 
pliers’ limitations. He can’t deliver 
abroad on as tight a schedule as 
might be set for material produced 
in the US., 
viously 


but he will meet a pre- 
agreed deadline as faith- 
fully on a foreign mailing as an 
advertising agency in the U.S. does 
on domestic mail. The foreign ad- 
vertising rep will handle final proof 
corrections, coordinate delivery of 
letters, reply 
insure processing and mail- 


envelopes, brochures, 
cards; 
ing on schedule. 


The mechanics of placing and 


following through an order are rel- 
atively simple from the advertiser’s 
standpoint. The buyer wants a firm 
quote in advance. He gets that in 
reply to the bid request he sends 
abroad, which should be accom- 
panied by a finished layout, or, pref- 
erably, an actual mailing sample 
and specifications as to quantity, 
number of color runs, color of ink, 
enclosures, approximate quality of 
paper stock to be used, and date 
mailing is to be made. 

>’ On approval the bid price and 
attached conditions, the American 
firm sends an order, accompanied by 
payment in part or in full; full 
plates (unmounted) or 


pasteups 
suitable for 


reproduction. If some 
type is set abroad, proofs can be 
submitted for the advertiser’s ap- 
proval before printing. 

When the advertiser has _ fur- 
nished gummed address labels or 
mail lists from which to type ad- 
dresses, the job is done 
concerned 


as far as he’s 


> It’s less work for the advertising 


department than a domestic mailing 
The job invoices make better read- 
ing in the accounting department 
And the sales manager reaps the 
credit on payoff! a4 


Don’t Weep, But Write, 
Advises Monthly Mailer 


“Don’t weep over lost customers 

win them back with direct mail.” 

This extremely practical tip 
straight from the November, 1958 
issue—is typical of the Direct Mail 
Counselor available monthly 
the Direct Mail 
Chicago. 

Based on lost customers, the No- 
vember bulletin’s theme suggests 
that “the best way to reactivate an 
account is to provide the customer 
with a reason for doing so.” As a 
case history 


from 
Advertising Co., 


regarding the success 
of this method, the bulletin repro- 
duces a “lost customer letter” 
was effective in 


which 
awakening dead 
accounts for a men’s clothing store 
High point of the letter was the 
honest copy approach and a swatch 
of Swiss handkerchief enclosed to 
illustrate the quality of the “bait- 
buy” available for reactivating the 
account 

Other items in the one-page leaf- 
let includes a company ad, a gen- 
eral coverage of lost customers, and 
how to win them back. 

AR readers can be placed on the 
mailing list on request 


for more details circle 118, page 117 


WHICH PICTURE REPRESENTS A 20% MAIL ROOM* SAVING? 


* In the General Office, too. 


No moisture. 
Tension Touch 


steps in mail-room operation. Ideal 


postage meter equipment does 
FREE samples and our FREE 


’n Seal Envelopes can more than 
handling labor up to 20% or more. 


No complicated sealing procedures regardless 
’n Seal envelopes (Picture No. 2) seal instantly when 
the flap is touched to the body. They eliminate at least TWO complete 
too for the smaller operations where 
not seal ig” ay Let us send you 
work-cost chart. See how Tension Touch 
pay their way by 


of bulk! 


reducing mali 


OPEN SIDE & OPEN END 


, TENSION Teuch | ni Seal ENVELOPES 


last—the perfect solution to the 
A lems aied by “bulging” enve- 
lopes. Both open end and open side 
styles available from stock in many 
sizes. Special sizes made to your 
specifications 


TENSION ENVELOPE CORPORATION 
815 East 19th St. © Kansas City 8, Mo 


Please send FREE TOUCH ‘n SEAL envelope 
samples and the FREE work-cost chart. 


ee ee Title 


Firm Name 


Address 


State 





If you have ever used 
direet mail, or if you ever 


intend to use direct mail, ... 


You Ought to 


Know about 


The DMAA Library 


On July 3, an hour before clos- 
ing, the library of the Direct Mail 
Advertising Assn. received the fol- 
lowing telegram 


@ Perhaps you are responsible for 
raising funds for charity. Then you 
will want to see the Westwood Com- 
Advise airmail to- munity Church Campaign that won 
day specifically what you have on a DMAA award in 1957. Although 
deale it only cost its users $2,000, it raised 


pledges of more than $180,000 


1 
materia handling whether 


or manufacture ca paiq? vohat is 


specific objective of campaign: need 


@ Industrial? Pennsylvania Trans- 
Saturday July 5 . 


7 x —_ former Co weetens its prospects 
Before the office was locked up : 
sending a box of milk 


delivery ay re 


lett al : a lates to potential buyers of high 
iettel ven Ou aes¢ n¢e l ae- . 


choco- 
tor the nolday 


tran ormers 
tall SIX complete direct mall cam ; 
1] annual direct mali 
paigns in the equipment handling 


industry ® Do vou believe 
located in the 


n tne library 


DMAA neadadqual 


St New 


public Service maili 
natty, that 
Che 


LOOO la 


lanuary 1959 


>A majority of the campaign 
portfolios are obtained through 
DMAA’s annual Direct Mail Lead- 
ers Contest. Judged by a different 
panel of top direct mail authorities 
each year, the solicits 
entries from all users and creators 


contest 


of mail promotion. Over 55 awards 
are given, the top prize bei 


DMAA’s Gold Mailbox Trophy 


i 


A fair share of all other awards 


PoeS to each Ol SEV E ral classiica- 
tions—Direct Mail, Mail Order, Low 
Budget, House Publication, and 
Letter Campaigns—to assur¢ 


each contest l yield ¢ ,00d cr 


t 


section ol 





Because Krueger makes 
its own color separations and 
plates you get quality- 


controlled color reproduction with 


micro-color™ lithography 


Somebody once said, ‘‘too many cooks spoil the broth.'’ Very 

true in quality color lithography. If one firm makes color separations, 
somebody else makes plates, another runs the job... 

you're in the middle. 


Krueger takes you out of the ‘‘middle'’. Offers you a completely 
integrated service. One call for all. Staff of 73 color artists, 
skilled color cameramen and platemakers, battery of presses in 
all sizes up to 52” x 76” five-color. 


If you're fussy (and we certainly are) about fidelity in lithographic 
color reproductions ... call in Krueger and specify Micro-Color 
Lithography. Get in the distinguished class with hundreds 

of leading firms that prefer Micro-Color Lithography — a 
premium process at a no-premium price. 


A Krueger Micro-Color representative will be in your office... 
when you want him, wherever you are. 


Write for: Krueger ‘Miracle of Micro-Color’’ booklet (award winner). 
It demonstrates how Micro-Color Lithography produces fine color 
fidelity from any type of art media. Please address Dept. AR-159. 


*Reg. U. S. Pat. Office 


.| 


®| W.A. KRUEGER CO. 


/ f 


EXECUTIVE OFFICES AND PLANT: 12821 West Blue Mound Road - Brookfield, Wisconsin - Phone: Milwaukee, SUnset 6-6000 - TWX Mi-139 
CHICAGO OFFICE: 600 West Jackson Boulevard + RAndolph 6-7117 NEW YORK OFFICE: 4 West 40th Street - Suite 301 - CHickering 4-1848 


This insert created and lithographed in Micro-Color Lithography by W. A. Krueger Company on 70 Glossette Enamel. 





381 Chapters 


New Book by 


James D. Wooli 
A SELECTION OF 

THE BEST OF HiS 
‘SALESENSE’’ ANTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘‘demand performance." 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense’ articles in book form as 
Q permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
$5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 
EXAMINE SALES"NSE 
for 5 Days 
AT OUR RISK 


including all 


price is 


ADVERTISING AGE, Dept. 
Attention: Book Department 

200 E. Illinois St., Chicago 

1 want copie f SALESENSE IN 
ADVERTISING If am = mot completely 
atisfed with the book r book after a 


> days’ examination, I can return the book 
ind my money will be refunded in fu 


v 


closing my check for $ 


] Bill me later Bill my firm 
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DMAA 


pieces 


staff members bring in 
received in their personal 
mail at home. One large manufac- 
turer sends a _ packet containing 
samples, sales aids and house or- 
gans and direct mail 


pieces each 


month. 


>’ The DMAA Library is managed 


by a professional librarian. It is 
, I 


open from 9 to 5 business 
day and welcomes all who are in- 
direct 


DMAA 


however, 


every 


terested in 
whether 
Members, 
privilege of 
When 
are crated and sent to any membe: 
10-day loan 
The DMAA charges no addi- 
tional fees fo 


advertising, 
members or not. 
have the 
borrowing campaigns. 
requested, the campaigns 
expre ss-collect on a 
basis 
the service but asks 
only that the member pay shipping 
charges. Material has been shipped 
Japan, Australia, 
South Africa and several European 


to members in 


nations as well as throughout the 
United States and Canada 
Surprisingly, in 
direct 
vertising 


addition to the 


many mail counselors, ad- 


agencies and lettershops 


frequently borrowing campaigns, 
many large corportations’ art staffs 
and advertising departments are 
also frequently using the Library 
Their names would read like “Who’: 
Who of American 


Of course the 


Corporations.” 
small businessman 
is also a frequent user. 

The DMAA has a standing policy 
of allowing educational institutions 
to keep ten permanent 
campaigns for 
in direct 


copies of 
lectures 
advertising. Several uni- 
have already taken ad- 
vantage of this offer 44 


classroom 


versities 


Envelope Ads Offset 
Rising Mail Costs 


More mileage out of that higher- 
cost stamp is now available with a 
new statement envelope promotion 
introduced by the National En- 
velope Advertising Co., Philadel- 
phia 

The service enables companies to 
place ads on the back of monthly 
billing envelopes from department 
These 
delivered 
customers via 


stores all over the country 
promotion messages are 
to charge account 
first class mail at a rate of $3.96 pe: 
thousand. There are no added post- 
age, list rental, mailing o1 


charges 


handling 


>» According to Arthur Lipson, pres- 
ident, the company’s “statement en- 
velope advertising offers complete 
flexibility.” An 
“buy” one 


advertiser may 


store for one month, 


choosing the particular area and 
time desired, or he may blanket the 
nation — all on an exclusive basis. 

Additional advantages of the plan 
include the possibility of singling 
out one of the offers from the stuffer 
ads inside the envelope, or using the 
back of the envelopes as a premium. 

Details are available from Na- 
tional Envelope Advertising Co., 
1831 Chestnut St., Philadelphia 3. 44 


Catalog Envelope Samples 
Show Selling Creativity 


Does your mailing envelope re- 
flect the hours of creative planning 
that went into your catalog? 

If it doesn’t, and you've been hew- 
ing to the “standard 
\ lope” line, a 


brown en- 
variety of creative 
idea samples from Gaw-O'’Hara Co 
may be of particular interest to you 

The samples illustrate some of the 
available Gaw- 


most oi 


ideas 
O’Hara creative 
which are 


from the 
Service, 
built on the theme of 
making your catalog envelope sell 
its contents. 

Complete 
the catalog 


details and 
envelope service are 
available, in addition to the samples 


prices on 
for more details circle 119, page 117 


Ringing a Million Bells 
Described in Booklet 


Why and how one company rings 
a million doorbells is the subject of 
a new booklet from Mid-Continent 
Surveys Inc. 

Information on the operation of a 
market research organization in the 
booklet includes a descriptive proc- 
ess of how market data is collected 
by the company’s corps of trained 
interviewers and its consumer panel 
of 600 housewives in Upper Midwest 
cities. 

Copies are available 


- for more detcils circle 120, page 117 


New Better Letters Service 
Brightens Readers, Future 


Better business letters in °59 aré 
a bright possibility with the “Bette 
Letters Exchange” 
duced by Paul J 
E. Reed. 

Designed for people 

| 


pose or okay business and sales let- 


service intro- 


Bringe and Orvill 


who com- 
ters, the BLE service consists of a 
monthly flow of letter 
amples of actual letters—good and 
bad—used in sales promotion, co! 
lection, handling 
Comments o1 


ideas; ex- 


complaints, ct: 
rewriting by Dyrin 





and Reed on these letters show how 
they could have been more effec- 
tive. 

Additional features of the service 
include a reprint of an article pub- 
lished elsewhere on some pertinent 
phase of letter-writing or direct 
mail preparation; informative lit- 
erature; and the opportunity for the 
service user to submit his own busi- 
ness letters for comment or reprint- 
ing. 

Single introductory issues of the 
Better Letter Exchange service are 
available for $2; annual subscrip- 
tions, $24 with group rates available 

Additional information is avail- 
able from Better Letters Exchange, 
106 N. State St., Howell, Mich 44 


Mat Publicity Service 
Aims at Rural Areas 


Information on a mat publicity 
service aimed at the “grass roots” 
newspapers of the nation is avail- 
able from Master Newspaper Syndi- 
cate Inc., New York. 

The service is based on the im- 
practicality of individual companies 
trying to mail to the more than 
9,000 news outlets plus the news- 
papers’ real need for interesting 
feature or filler material. Good pub- 
lic relations are observed by the 
service by seeing that the material 
is set up with mats and copy set 
for quick and economical use 

The complete service includes 
illustrating, 
printing and matting, mailing, and 


writing, paste-ups, 


DIRECT 


MAIL INC 


We get a fifty per cent response on 

this client's first mailing . . . and then 

he wants to know what happened to 
the other fifty per cent. 


J 


clipping. In addition to complete de- 
tails on the mat publicity service, 
the company will send examples of 
client material prepared for the 
rural papers. 


. for more details circle 121, page 117 


Double-Duty Envelopes 
Offered in Idea Kit 


A sample kit of mailing pieces 
that combine the order blank and 
reply unit in a single unit is avail- 
able from Direct Mail Printing Co 

The samples in the kit show all 
four styles of the double-duty en- 
velopes currently available, prac- 
tical applications used successfully 
by other and blank 


individual 


companies 
dummies for 
layouts 


planning 


Full details and prices are in- 
cluded with the samples 


- for more details circle 122, page 117 


Letter Booklet Shows 
Best of Text and Type 


The “best” in business letters in 
a variety of type styles available 
in Auto-typist equipment are neat- 
ly combined in a booklet by the 
American Automatic 
Co., Chicago. 

Entitled the “60 Best Business 
Letters,” the booklet is an excellent 
guide to effective lette: copy 

Both the text and type examples 
in the book represent an almost un- 


Typewrite: 


limited variety of choices open to 
the letter writer in selecting both 
the content and format of his coi 


respondence 


for more details circle 123, page 117 


Release Service Brochure 
Details Market Coverage 


A brochure, giving specific de- 
tails on currently available release 
coverage, has been made available 
by Associated Release Service Inc : 
Chicago 

In addition to breaking down the 
service's media coverage, the bro- 
chure describes some of! its othe 
advantages including consultation. 
production, interpretation, clippings, 
duplicate-segregation and result re- 
ports as well as_ cost-per-family 
reached 

An informative section on the 
proper selection of media to reach 
today’s markets is also included in 
the brochure 


- for more details circle 124, page 117 


AD ye ee bax 
Ist CLASS POSTAGE for 
3rd CLASS RECEPTION 


—>—_ ~~ 


Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog, 


Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class valve for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


wes 


ONVELOPE CORPORATION 
cra ae OD eee clo ae 


Namah 14 
UD ASM ee eS) 


Call Wabash 2-8655 for 
LETTER & MAILING 
SERVICE 


ur 


Does IT FASTER! 


hee f all mailing details | ' 

Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main 


tenance. 
Call Wabash 2-8655 and Just Ask For Marie 


an Lillie Stop— to 


431 SouTH DEARBORN STREET 
CuHiIcaco 5, IL! W ABASH 2-8655 
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How Pressure Sensitive Labels 


eee at 1133 
a 


enioy * ae » er” | 
- ACID INDIGESTION 
wt HEARTBURN 


ss 


gener? 


80 * Packaging & Labeling 





Solved Problons 


First known chiefly for its ability to be applied with- 
out water, the pressure-sensitive label has been win- 
ning points with the advertising world for its problem- 
solving adaptability. 

An investigation of recent case histories involving 
these versatile labels showed such a wide range of ap- 
plications one might almost conclude the pressure-sen- 
sitive label can be as helpful to an advertising man as a 
hairpin is to a lady 

The following case histories prove the point by show- 
ing how pressure-sensitive labels were used to solve 
problems that ranged from pilfering to “how to get 
permanent home display space.” 


1. Pilfered Plates . The well-known “miniature 
license plate” promotion by General Mills hit an em- 
barrasing snag when light-fingered “small fry” relieved 
the Wheaties’ boxes of their attached plates while still 
on the grocers’ shelves. The problem of what to do with 
the plundered boxes was solved by attaching pressure- 
sensitive adhesive sticks that could be removed by the 
customer and sent in for a miniature license plate. The 
promotion then rolled on to become one of the most 
successful and talked-about sales stunts General Mills 
had ever used. 


2. Uneven Surface Adhesion Goodyear Tire and 
Rubber Co. had a problem in finding a label which 
would stick on the irregular surfaces of their battery 
cases. After trying regular water re-moistening labels, 
Goodyear discarded them because of their tendency to 
loosen in time and fall off the batteries. Pressure-sen- 
sitive labels, produced by the McGill Co., Minn., were 
easy to press in place, adhered indefinitely to the un- 
even contours of the polystyrene battery cases. 


3. Permanent Home Display Corn Products Refin- 
ing Co. kept a display for Karo Syrup in homes 
throughout the nation for literally years by designing it 
as a permanently-adhesive “Grow Chart’ to measure 
the youngster’s growth. Illustrated to appeal to children, 
the chart contains spaces for date and weight notations 
plus a picture of a Karo bottle and its sales slogan. Per- 
manent adhesion was achieved by simply peeling the 
protective covering from the chart and then pressing it 
onto a handy wall. Leeart Press, New York, produced 
the Karo “Grow Chart.” 

4. Temporary Permanence An emblem with con- 
tradictory capabilities was needed by General Pe- 
troleum Corp. in a “Flying Red Horse” promotion for 


A collection of actual 
case-histories which 
illustrate the versatility 

and the usefulness of 

the humble sticky-back label 


the Mobilgas Economy Run. Scheduled for use on the 
sides of competing cars, the emblems had to be adhesive 
and strong enough to stay on under all kinds of road 
wear and weather conditions, yet peel off easily at the 
end of the “Run” without damaging the paint surface of 
the cars. Special adhesive, on pressure-sensitive em- 
blems, kept the Flying Red Horse in sight throughout 
the run, came off easily later without marring paint 
surfaces. Emblems were produced by Pearl Printing 
Specialties Inc., Los Angeles 


S. Transparent Film Wrap . A suitable label for 
“Cracker Barrel” Cheese Wedges presented Kraft 
Foods Co. with a packaging problem. Wrapped in a 
transparent film wrap, the cheese wedges could not 
withstand the effects of heat-sealing or a heavy glue 
odor in its label, and still retain its original taste. While 
pressure-sensitive labels seemed to be the answer, the 
five-color label design presented a printing problem, 
since it had never been done before. The Rotogravure 
Packaging Co., Chicago, developed a method of printing 
color on the gold and silver metallic foil labels by roto- 
gravure. The finished product enabled fast and easy 
automatic roll label dispensing; stuck tight on the plas- 
tic film without “popping off” or “puckering.” 


6. 3-D Product Displays . Pabst Brewing Co. needed 
a point-of-purchase display that would be easy to han- 
dle, yet emphasize the bigness of its new king size half- 
quart cans. Ingenious die-cutting, combined with pres- 
sure-sensitive strips on the back of the unit produced a 
life-size, 3-D display that could be packed flat, pulled 
easily through sliding strips into a 3-D form, and 
fastened firmly and easily to any smooth, hard surface 
including walls, show cases, cash registers, etc. Car- 
dinal Press, Chicago, did the printing 


7. P-O-P Display Space . Competition for the con- 
sumers’ attention with display space at a premium has 
made point-of-purchase advertising a headache fo1 
many a company. Lewis-Howe Co. side-stepped these 
difficulties for its “Tums” with a novel, pressure-sen- 
sitive “flange” display that could be attached to such 
non-competitive areas as vertical shelf edges, doo 
jambs, etc. Designed for ease of placement, the unit re- 
quired the dealer or salesman to simply fold the “flange” 
at right angles, lock the die-cut tape in position, peel off 
the covering from the strip of adhesive, and press it into 
place. 


These case histories were taken from the files of Kleen-Stik Prod- 
ucts Inc., Chicago. 
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We are in position to serve you 
in our new and much larger plant 
Our increased facilities and new 
equipment enable us to better 
serve you anywhere. If you need 
better rotogravure cylinders for 
packaging or, national advertising 
positives and preprints, specify 


ACME we really have 


‘roto will travel 


will 


travel 


If it’s Quality ... if it's Delivery ... it's acme 


iipsibba es im ay ac me 


Gravure services, inc. 


4001 Industrial Avenue Rolling Meadows, Ill. Phone: Clearbrook 5-0200 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT ,. . THOROUGH. 


Est. 1888 


/ PRESS CLIPPING BUREAU 


( 165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 

14 E. Jackson Bivd., Chicago 4, lil. — WA 2-5371 

1456 N. Crescent Heights Bivd., Los Angeles 46 


—eee PHONG Oldfield §6-0304 sss 
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SPEED 


When it’s hours instead of days, 
or days instead of weeks, 
Screen Process can do it. 

Put Punch in Point-of-Purchase 


New Coated Kraft Board 
Introduced for Packaging 


An economical, white-coated 
kraft board has been developed for 
the packaging field by the Olin 
Mathieson Chemical Corp. 

Called “Omnikote,” the new 
packaging material is described as a 
natural Fourdrinier kraft board, 
clay-coated on one side directly on 
the paper machine to give a white, 
extra-smooth print surface. 

Specific uses for Omnikote in- 
clude 


beverage folding 


cartons, corrugated containers, etc., 


carriers, 


but its potential seems strong in all 
packaging areas since it takes ex- 
cellently to printing by offset, roto- 
gravure, or letterpress 

Complete information is available 
from the Packaging Div., Olin 
Mathieson Chemical Corp., 460 Park 
Av., New York 22. 44 


Exhibit Plant Opened 
At 1959 Oil Show Site 


A somewhat startling innovation 
in the exhibit field can be seen in 
the on-the-spot exhibit service 
opened up for the 1959 International 
Petroleum Exposition, Tulsa, by 
Gardner, Robinson, Stierheim & 
Weis Inc., Pittsburgh. 

Citing customer convenience and 
economy as the factors behind this 
service de-luxe for exhibitors, the 
nationally-known company opened 
its manufacturing branch-plant in 
December, 1958. 

The new plant facilities is lo- 
cated within a short drive of the 
Fairgrounds and offers over 6,500 
square feet of manufacturing area 
and complete facilities for on-the- 
spot fabrication and erection of ex- 
hibits and displays. In addition to 
eliminating packing case and trans- 
portation costs for exhibitors using 
the service, the plant will enable 
users to get on-the-spot emergency 
repairs since present plans include 
plant-operation from its opening to 
the closing of the show on May 23, 
1959. 

A folder is available. 
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Bakery Packaging Award Colonial 
Stores Inc., Atlanta, won top honors 
with Brown ‘n Serve tray in competition 


conducted by Bakery Packaging Council 
Chicag 





When Behr-Manning Corp. wanted to add con- 
sumer sales to its industrial sales, it knew that it 
needed a new trademark and design program. 


By Jim Nash 
President Jim } h As 


YO cia 


The human mind being con- 
structed as it is, the shorter and 
simpler a trademark and_ brand 
name can be, the better. The easie 
better. 

thoughts that 
guided us when the Behr-Manning 
Company, Troy, N. Y., a division of 
the Norton Co., came to Jim Nash 


Associates Inc., in the fall of 1955 


it is to pronounce, the 


These were the 


An old-line, conservative company, 
Behr-Manning was seeking a new 
trademark for its newly developed 
line of cellophane tape. For the 86- 
year-old company, the move to 
consumer markets mean a radical 
change in its packaging, advertis- 
ing, point-of-purchase and market- 
ing concepts. Established in 1872, 
the company had built an outstand- 
ing reputation as a supplier to in- 
dustry of coated abrasives and 
sharpening stones. Since 1950 it had 
also supplied pressure sensitive 
tapes (Behr-Cat Masking Tape) to 
industry and auto body shops. Only 
a fraction ofits sales was direct to 
the consumer market through local 
paint and stores. The 
move toward this large and lucra- 
tive market represented a plunge 
into relatively unknown waters. 


hardware 


In November, 1955, the company 
decided to seek professional design 
help in creating a line of dispensers, 
packages and merchandising aids 
for its new tape line 


> Jim Nash Associates was chosen 
Two members of our staff had had 
wide personal experience in the 
cellophane tape field and thus knew 
the problems of production, pack- 
aging and merchandising which 
confront the 
new to the field 


To Nash fell the six-pronged as 


would manufacture} 


signment of designing 


1. A new improved trademark with 
strong brand identity 


2. Fou 


each for a specifi 


sizes of tape dispensers, 
merchandising 
requirement 

3. Metal containers for tape refills 
- Packages for large dispensers 
- Point-of-sale display cartons 


Store display racks 


Before a pencil even touched the 
drawing boards, our marketing and 
merchandising experts made an in- 
store audit of the company’s prod- 
ucts and displays then in use vs 
brands. The 


were interesting 


competitive results 
Among the find- 
ings turned up was the tendency 
on the part of more than half the 
people 


interviewed to pronounce 


the company name 
Thus, to 


was “bar-Manning,” 


incorrectly 

Behr-Manning 
“beer-Man- 

ning,” or “bayer-Manning,” among 


many, 


other malaprops. The correct pro- 
nunciation is “bear-Manning”—the 
phonetic spelling of the word 


> We went even further. We not 
only recommended a change of 
trademark and package design, but 
we felt strongly that the name, 
‘Behr-Cat” (for the masking tape) 
should be changed to Bear Brand 
We also recommended that the new 
cellophane tape be given the same 
brand name. In the word “Bear” 
we had a powerful asset, because it 
not only ties in with the company 
name, but it provides visual impact 
through the little bear symbol. Few 
people know what a_ bear-cat is, 
let alone a “Behr-Cat,” but a “bear’ 
can be easily visualized. The com- 
pany quickly agreed that the word 
“Beat should be 


of its easier pronunciation and as- 


adopted because 


Old into New 


masking tape 


it 
re ynith 
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here’s a clue to many a printer's 
success in keeping presses 
humming. Brown-Bridge’s new 
IDEA BOOK. Full of fresh saleable 
ideas for gummed paper printing. 
it's FREE. Just ask for book P-219. 


THE BROWN-BRIDGE MILLS 
INC. TROY, OHIO 


Here's how you can prepare 


BETTER ART 


for Reproduction & Presentation 


Paste-up Acetate 
HO) Sheets with 
Adhesive Back 
Hand Letiering & Type Alphabets 
@ Over 300 of the latest Styles 
from 18 to 144 pt 
Shadiing Film in Matte-Finish 
@ Standard Screens from 30 to 85 line 
@ Standard Tones from 15 to 60% 
@ Takes pencil, pen and color smoothly 
Color Filn: in Matte-Finish 
@ 51 DiSerent Standard matched printing 


inks including Gold, Silver and Fluor- 
escent colors 


FREE “‘How-to-do-it” booklets 


H. T. HERBERT CO. 
10-63 Jackson Ave., 
Long Island City 1, N. Y. 


Ss READY-10-USE CARTOONS 


ad i i ertiser 
STIVERS STUDIO 


Barnyard at the Waldorf 


See next month’s AR 
for the story of the 
Pfizer press show. 
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Real Live Bear 

The trademark takes 
an active role in 
Behr-Manning's trade 


how displays 


sociation with the brand symbol. 

In addition to its obvious com- 
mercial possibilities, the new mark 
and name fit into advertising lay- 
outs more easily. 

Having completed this phase of 
research and study, our staff was 
ready to begin work on the crea- 
tion of a new trademark and the 
new dispensers and merchandising 
aids. 


> The trademark came first 

On a single existing package of 
the masking tape, for instance, we 
found that the bear trademark then 
being used appeared in three con- 
different versions 


1. A white bea 
blue, 
angle 


head outlined in 


caged within a _ white tri- 


2. A white full figure bear and let- 
ter M encompassed within a white 
triangle outline 


3. A white bear head outlined in 
blue with no triangle 


Confusing? We thought so, too 
Our first recommendation was to 
eliminate the use of the triangle 
outline altogether, on the theory 
that it only added meaningless ob- 
struction to quick identity and rec- 
ognition of the trademark 

Trademarks encompassed in ab- 
stract shapes have been used by 
so many firms over the years that 
they have lost thei: 
Geometric 


individuality 
only 
trademark, giving it 
common ground with all similar de- 
signs 


designs serve to 


compress a 


> Our creative staff literally “freed” 
the bear. What emerged in its place 
was an appealing head of a happy 
little bear. It was—and is—a trade- 
mark with individuality and good 
memory value; a mark that belongs 
to Behr-Manning alone and can be 
used to represent the company in 
as many different ways as it sees 
fit to employ. 

When you have a good mark, such 


as the bear head, people don’t have 
to read the name at all. This is one 
of the 
symbols 


basic ideas in 


developing 
the symbol takes over for 
the word, or for a long trade name. 
People just see the symbol; they 
don't have to read the name to rec- 
ognize the brand or the company 
At the time of the AMA Pack- 
aging Show in New York, the com- 
pany had a bear costume made and 
midgets take turns appearing in the 
bear suit at its exhibit booth. The 
“bear” stole that show and late 
scored a similar success at the com- 
pany’s own 
Troy, N. Y 
“IT think it can be said, very 
truthfully, that the adoption of ow 
new bear mark and trade-name is 
one of the 


machinery show in 


finest merchandising 
steps this company has taken in the 
last 25 or 30 years,” declared Henry 
J. Sidford, director of advertising 
and sales promotion 

He added: “We are just beginning 
to feel the accumulative effects of 
Bear Brand and are planning to 
use the Nash bear more and more 
as time goes on.” 

With this distinctive new trade- 
mark there is little doubt that ready 
identification will be the company’s 
reward for its forward look. The 
mark and name already are being 
enthusiastically used on everything 
the company produces and prints, 
including its letterhead. 


> Next came the dispenser designs 

Our assignment was to design 
four sizes of cellophane tape dis- 
pensers, each for a specific purpose, 
as follows: 


1. Small throwaway size for even- 
tual sale in stationery, self-service 
grocery chain, department and va- 
riety stores. 

2. Handy economy size for users of 
large quantities. 

3. Executive size for office use. 
4. Heavy duty size for industrial 
or commercial use 


The final result was a line of slim, 





colorful plastic tape dispensers for 
the home or desk. There are three CREDITS 
sizes; the two smaller sizes (throw- SE Se er a. Ae 
aways) in perky red, yellow, blue Ct iy Say See 
or white accommodate tape rolls cone Sagpemens Savin SO EENy 
in the popular 142” width, in lengths eae Pe. 
of 200” and 400”. The third dispen- Metal cans: Columbia Specialties, 
ser, slightly larger, also comes in See, SO SND SUS? Se Sie 
four colors: red, green, white and Pe. 
gray. It holds %” wide rolls up to Sr eee ee snes Sepa eey 
800’ in length. Comp, Baw Vouk 

Metal refill cans were added to ay Sneen Heteen Caper Soe 
the Behr—pardon me, Bear—fam- Co, Mentvitie, Conn. 
ily in bright blue and yellow. They 
combine attractive appearance and 
superior performance. Tape-sealed 


finishing costs and permits a clean, 
and air-tight, they provide remark- 


smooth surface. The surface is warm 
able storage life, thus promoting the to the touch and will not chip; it 
economy of quantity buying. The takes a tremendous beating. Comes 
cans hold rolls in 800, 1926” and in 
2592” sizes, fitting most standard 
desk or hand dispensers 


three colors: red, blue, spruce 
and gray 


The heavier models are made of > My original recommendation—to 
cast-iron and have a foam rubber keep blue and yellow as the pre- 
bottom pad to prevent. slipping. dominant colors—helped the com- 
They are the “Executive,” de- pany retain any possible brand o1 
signed to accent modern offices, and product association which existed 
the “Heavy-Duty” for use on wrap- in the minds of customers. In the 
ping counters and in shipping rooms final package designs, we retained 
The “coldness” of the cast-iron was these two basic colors, but bright- 
reduced by coating the models with ened them considerably to achieve 
organasol (a vinyl dispersion eithe: better attention and display value 
sprayed or dipped) which gives a Greater use was made of white 
thick film and covers the roughness board (a free color) to upgrade 
of the sand cast iron. This reduces quality appeal. Red was made to 


“work” harder as a design accent 
for brand identity, product illustra- 
tion, sales messages, etc. Bold black 
sans serif lettering helps product 
names stand out prominently 


> The new Bear trademark and 
colors were also carried to the com- 
pany’s counter display boxes, mask- 
ing tape, point-of-sale racks, ship- 
ping cartons, etc. 

Our designers removed a “busy” 
diamond pattern from the bottom 
of the masking tape package. In its 
place now is a reproduction of a 
swirl of cellophane ribbon with the 
legend “Sticks at a touch—Comes 
off clean.” The package is also de- 
scribed as a “New handy grip dis- 
penser box.” 

Also from our drawing boards 
came construction designs for dis- 
play racks which save space and 
minimize setting up and main- 
tenance time. The new rack plus 
the new packages make a colorful, 
attractive display which should find 
ready placement at profitable point- 
of-sale locations. The display rack 
is suitable for counter or floor dis- 
play 


> The company introduced its cello- 
phane tape line in the Fall of 1957 
through paper jobbers and _ indus- 


Your INSURANCE that every label GETS on, NAT: 
... every piece GETS LABELED... FAST! 


Model E 


CHESHIRE 


Labeling Equipment 


Fully automatic accuracy — applies up to 
12,000 pre-addressed labels per hour 


SAVES IMPORTANT TIME—SAVES BIG 
MONEY on pre-addressed labeling jobs for many 
types of mailings. No wasted labels, no skipped 
pieces! Every label accurately, neatly applied on 
the proper spot. Models start at $3000 
Labeline Heads available as separate units 


Widely used by ~ 

volume mailers. “ 

Bi we 7 es 
for your need. 


Investigate now — 7 1644 North Honore Street * Chicago 22, Illinois 
NO OBLIGATION! 


Applies labels 

to envelopes, 
Toit le tee 
lightweight 
yeti t Melos rd 

up to 11” x 1442” 





trial distributors. Consumer distri- 
bution is still limited, but the com- 
pany plans to enter the retail mar- 
ket soon. It has a national distribu- 
tion system with sixteen company 
warehouses and a national sales or- 
ganization of several hundred men 
There are distributors from coast- 
to-coast 

Thus, as a result of its decision 
to re-design its packages and up- 
date its trademark 
and imaginative 


plus some bold 
planning on the 
part of Jim Nash Associates—the 
S3ehr-Manning company today 
stands on the threshold of a multi- 


million dollar consumer market. 44 


Wrapping Affects 
Feel of Freshness 


Cellophane wraps on bread give 
the greatest impression of freshness, 
according to a study reported in a 
recent issue of the Journal of Ap- 
plied Psychology 


In the housewives 


experiment, 
were asked to judge, by feel alone, 
the relative freshness of loaves of 
bread wrapped in cellophane, in cel- 
lophane with a five-inch waxed pa- 
per insert band, or in waxed pape1 
When equal freshness 
were presented for testing, the plain 
cellophane wrapper outranked the 
other two, while the waxed papet 


loaves’ of 


was third. This was true with one- 
and two-day old bread, as well as 
with freshly baked loaves 44 


Franco-lItalian Adopts 
Aluminum Cans For Fish 


A significant use of aluminum 
cans in the fish industry has been 
announced by Kaiser Aluminum 
Chemical Corp 


The first canning company in the 
U. S. to use aluminum for canning 
fish products, Franco-Italian has 
authorized the company’s Terminal 
Island, Cal., plant to pack its “Sea 
30y” brand sardine fillets in 612 
ounce oblong aluminum cans man- 
ufactured by the 
Co 


The finished can is 115x3'x434”; 


American Can 


fabrication of the cans and lithog- 
raphy for labeling and decoration 
is the same as with tinplate. Alumi- 
num for the Franco-Italian can is 
supplied to American Can Co. in 
produced at Kaiser 
Aluminum’s Trentwood, Wash., roll- 
ing mill 

First commercial use of the alu- 
minum can was by the Kraft Foods 
Div., National Dairy Products Corp., 
(see p. 58, AR, March, °58) for 
Kraft’s grated cheese products. 44 
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sheet form 


Newly Developed Device 
Tests Package Legibility 


A new tool for evaluating the 
legibility of package designs has 
been developed by R. E. Van Rosen 
Corp., New York 

The device is named the “Video- 
metric Comparator” and is operated 
by first placing one or two packages 
in the test unit, behind a screen of 
specially treated material. Then, by 
electronic means, the operator con- 
trols the opacity ol the screen. As 
it becomes gradually transparent, 
the viewer sees first what is the 
feature of the 
package, then the others in orde 
of their legibility 


The calibrated control of trans- 


most prominent 


4 > 


~ 
shia Pen, STR AnD PRESS BOWE STEN i 


eine. 
Sr aaa 


i 


Another Packaging First 


use f mail-in coupons by fiber can users 


New foil labe 


parency is accomplished by simul- 
taneous increase and reduction of 
voltage in various parts of the ma- 
chine. 

When two packages are tested, 
the device will compare them as to 
legibility and give the exact dif- 
ferential on a numerical scale 

Initial presentation of the Video- 
metric Comparator was made by 
Milprint Inc. at the Packaging Ex- 
position in the New York Coliseum. 

44 


Molded Plastic Cases 
Developed for Bottlers 


New molded, one-piece delivery 
cases have been introduced to the 
soft drink bottling industry by The 
Richardson Co. 

Available in both 24-bottle and 4- 
carton sizes, the “Permashell” cases 
are reported to be exceptionally 
long-wearing with 
breakage, rot, 


resistance to 
fungus and water. 

The cases are streamlined and de- 
signed for trademark and _ slogan 
display in individual brand colors, 
and ingenious partitioning plus the 
shockproof quality of the 
protects the bottles 

Other advantages reported for the 


plastic 


‘w plastic cases include: 

long, repair-free life 

lower cost per trip 

othet 


interchangeability with 


cases 

® permanent col and trademark 
a colol an¢ ragdemarkK 

attractiveness 

® improved stackability 


@ easy handling 
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Odor-Aire 
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by Milprint Inc. open the way to the first 


Application in picture (above) is used by 
Odor-Aire Inc. Coupon removal is handled by a 


a release spot, formed by coating that 


n of the label under the coupon, which prevents glue from adhering 





A picture 


of precision... 


Better printing 


A 


because it’s in 


continuous tones 


And... 

you can have 
printing like this 

in any number of 
colors at 
remarkable savings! 
Investigate 

Black Box Collotype 
printing, today! 
Call or write 

for more information. 


There's no obligation 


BLACK BOX COLLOTYPE 
STUDIOS, Inc. 
4840 BELMONT AVE., CHICAGO 3 








Which type of TYPE? 


A typographic expert examines the methods of 


By G. H. Petty 


You have a piece of printing to 
produce, one unit in a campaign of 
considerable size. The layout is 
done, artwork finished, copy pre- 
pared. Which way shall you go fo: 
typesetting? Linotype (or Inter- 
type)? Monotype? Ludlow? Hand? 
A combination? 

A good question, one that can be 
answered best after analysis. All can 
be used to good advantage for some 
jobs; one may be better than the 
others for some; or you may need to 
call on two or three. They all have 
merit; they all have weaknesses 
Study of their methods of operation 
may unearth some interesting, may- 
be unlooked-for, findings 


Linotype and Intertype have been 
bracketed together in this treatise: 
save for slight mechanical differ- 
ences they are essentially the same. 
For ease of writing, and to make th: 
meaning more easily understood, the 
single term Linotype shall be used 
here 


The Linotype is a machine that 


sets type in just the way its name 
implies: in lines of type (more often 
called “slugs”). It was designed as 

straight-matter machine and when 
used as such has no equal. Great 
speed is attained, corrections ar‘ 


quickly and easily made. Molds of 


setting type by machine, compares them to 


handsetting and to one another 


varying sizes may be used; 10-point 
type can be run on any size slug 
above that, saving time in makeup 
In cases where only caps are in- 
volved, a size may be run on a size 
smaller slug. Types may be mixed 
and special characters, such as ac- 
cented mathematical 
hand. Certain 
auxiliary magazines 
that can accommodate most of these 


letters and 
signs, inserted by 
models have 

When the machine is forced to do 
work other than that for what it was 
designed for, weaknesses begin to 
show up. It is not ideal for display 
because meticulous spacing cannot 
be controlled as in hand work. Let- 
terspacing and word spacing is, fon 
the most part, a matter of evenness 
between letters which, as explained 
in the section under “Hand Com- 
position,” is not even. All thin spaces 
must be inserted by hand, a process 
which requires time and _ skill 
Trouble is often encountered when 
types are mixed because alinement 
is at top. A combination of, say, 10- 
and 6-point for cap and small cap 
effect cannot be obtained 

Setting up the machine for pro- 
duction is a matter of several opera- 
tions taking one magazine off and 
putting on the one required, and 
setting point size,and width of slug, 
sometimes inserting liners to pro- 
vide correct size slug. This time is 


immaterial if a job of considerabl 


size is to be set, but it is a different 
story if only one line—a correction, 
perhaps—is required. 

On the other hand the correction 
is made quicker in the form than if 
by hand or Monotype simply be- 
cause of ease of handling—which, in 
a way, evens up time and cost. Most 
plants, however, try to group jobs 


so that a 


minimum numbe: ol 


changes are during a 
day’s operation, thus cutting down 


on both time and cost 


necessary 


> Typefaces are not always tru 


Machine typesetter For straight b 


VE f machine has r 
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Because matrices must have a thin 
wall on each side to contain the 
metal and prevent squirts, small 
sizes have an appearance of being 
slightly These thin 
spaces are not noticeable in sizes 
above 9 or 10-point 


letterspaced 


All-cap lines, 
however, even in the smaller sizes, 
present an acceptable appearance 
The romans of old-line faces such 
as Garamond and Bodoni have been 
closely duplicated and are true cut, 
but distortion is found in the com- 
panion italics. The italic for these 
faces is more compressed than the 
roman (the reason why italic Was 
designed in the first 
when the 


place) and 
placed on 
bodies the same widths as the ro- 


letters are 


mans the difference is noticeable 
even to the casual eye. In addition 
the tails of y’s and the upper curves 
of f’s and parts of certain other let- 
ters have had to be redrawn be- 
cause each must remain on its own 
body. They are good letters, in most 
cases, but they are not Garamond 
or Bodoni 

All that has been corrected in the 
newer faces such as Times Roman 
and Caledonia. The letters have 
been drawn to match the roman 
and the results leave nothing to be 
desired. This accounts for, in some 


ONE OF AMERICA’S “37 ~~ 


Tie 
KB fh) 
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Intertype Slug 
Matrix line, showing 
the tapered space 
bands which justify 
line. Finished slug 
is on right 


degree, to the success of types 
drawn especially for the machine; it 
is only when a face has _ been 
adapted from some other source that 
it is noticed. 

Linotype-set jobs run well on let- 
terpress because there are fewer 
pieces in the form to work loose 
than hand or Monotype. The metal 
is tough and holds up well even for 
long runs. For proofs for offset, good 
results can be obtained if all ad- 
justments have been 


checked. 


carefully 


Monotype requires two machines 
for the production of type as well as 
two operators: the keyboard and the 
caster. The keyboard punches holes 


= \ 


ORGANIZATIONS 


Giving you one-point control around the 
clock at every step of your production 
... from composition to plates and mats. 


s 
~ 


Progress -Hanson-Progressive 


The Three-Company Team Under One-Company Management 


ts, 


a” 


. 


PHILADELPHIA +s NEW YORK « WILMINGTON ¢ BALTIMORE + WASHINGTON + RICHMOND 
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HANSON Electrotype Company 
Sth & Sansom Streets, Phila. 7 
WaAinut 2-5567° : 
“of course any of the three can be reached by one call ' 
« BALTIMORE SA 7 5302 


PROGRESSIVE Compesition Company 
Sth & Sansom Streets, Phila. 7 
WAlnut 2-2711° 


« WASHINGTON EX 37444 © RICHMOND Mi 42771 


at governed locations in paper from 
a roll. The roll of paper is then 
placed in the caster where, after 
being put into motion, it controls 
the matrices in the die-case. Each 
letter is individually cast in lines 
which are afterward assembled with 
display lines and spaced out on the 
floor. 

The chief advantages of Monotype 
over other forms of typesetting may 
be found under two main headings: 
it produces a clean, sharp face which 
lends itself ideally to proofing for 
offset, and it possesses a versatility 
which permits many variations from 
the set-up. 

Each letter, cast on its own body 
and independent of other letters o1 
characters, is close fit the same as 
hand-set type. Tails of letters such 
as italic y extend back under the 
preceding letter and the upper 
curves of f’s extend over the follow- 
ing letter. This permits close-fit, 
easily read lines. 

Type set to narrow measures, 
naturally hard to space evenly by 
reason of syllabication, may be done 
best on the Monotype. The keyboard 
operator has complete control over 
all letterspacing even to immeasur- 
ably small amounts, thus eliminat- 
ing “rivers’ and excessive word 
spacing. He can, too, if occasion calls 
for it, undercut all letters in a line, 
thus permitting the addition of an 
extra character or two and many 
times preventing unsightly runovers, 
often an extra line. 


> The same control extends the 
versatility of the process in that 
type may be fit even closer than 
planned for by casting on a smalle: 
set-width or by spreading out by 
casting on a wider set-width. In this 
way effects not possible by the other 
forms of typesetting are obtained at 
no extra cost save for the planning. 

Type is cast from a die-case con- 
taining either 225 or 255 matrices, 
the number being determined by 
whether 15 or 17 row. These are ar- 
ranged in a variety of combinations 
of light and bold roman, italic, small 
caps and special characters such as 





accented letters for foreign language 
composition. These special charac- 
ters may be located beforehand and 
cast at the same time as the others. 
No extra time is required for inser- 
tion by hand afterward. 

Monotype is ideal for tabular 
work, that is, composition of two o1 
more columns, usually figures. Each 
column is completely justified with- 
in itself and is independent of the 
others. In this way vertical rules to 
set off the columns may be quickly 
inserted by hand at minimum cost 
The appearance achieved is uniform 
and clean, superior to other forms of 
typesetting. 

Corrections or changes on Mono- 
type-set type are easily and quickly 
made. If extensive, entire lines may 
be set, cast and inserted by hand as 
on the Linotype. But if slight, indi- 
vidual characters may be removed 
or changed by hand with type cast 
and placed in cases beforehand 


Ludlow has many of the advantages 
of the other forms of typesetting 
and, in addition, a few peculiar in 
itself. 

It is simple in operation. A line of 
matrices is assembled by hand from 
a case, placed in a frame-shaped de- 
vice called a “stick,” justified to the 
width desired, then stick and con- 
tents are placed in a machine which 
squirts or pumps melted metal up 
against the face of the matrices, 
thus casting the line in slug form 
Afterward the matrices are returned 
to the case 

The Ludlow is essentially a ma- 
chine for display use. No mold on 
machine changes are necessary. It 
can cast lines from 4-point up to 96- 
point with no great variation in 
time. Distribution of matrices afte 
casting is considered by some as a 
step that requires too much tim 

Because all lines are cast from 
matrices, they are always clean and 
sharp. There are no characters worn 
in previous runs to mix with the 
new and create uneven, spotty ap- 
pearances. And because they ar 
locked tightly in the stick all lines 
are even and uniform in alinement 


> One distinct advantage may bs 
found in recasting. A matter of sec- 
onds and a recast can be made; ‘f 
the run calls for, say, 10,000 impres- 
sions extra setups can be made and 
the job printed four-up. Running 
time is thus cut down considerably 
and cost reduced 

Makeup is easy and fast. The 
lines, each being single, can be han- 
dled with little danger of mixup: 
only when an operator is careless 
can there be pied letters or nicked 
characters 


Despite arguments of many years’ 
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Cast your next ad campaign or promotion piece 
right in character. Give it that special look 

and feel your creative men recommend. Select 
from hundreds of type faces, styles and sizes— 
nine hundred in fact. Warwick offers you the 
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standing, a good face can be ob- 
tained on Ludlow-cast lines. As is 
true of all machinery, Ludlow 
equipment must be kept in tip-top 
condition, adjustments perfect, metal 
at correct temperature. Only when 


these are neglected do problems oc- 
cul 


> To further assist in producing a 
good product, there is available a 
burnishing machine which shaves an 
infinitesimal amount from the sur- 
face of the face, an operation that 
removes pinpoints of white and pro- 
vides an even 


smoother surface 


This operation is not needed in most 
cases 

To go along with regular equip- 
ment complete sets of special mat- 
rices for designed for blank rule jobs 
have been cut. The joins of vertical 
and horizontal rules are perfect with 
no thin white space on each side as 
is true of other forms of typesetting 
where the rules are separate 

Most Ludlow types are true-cut 
and fit close. Italics have not been 
distorted because of machine limita- 
tions; they are cast from special 
angular matrices and are of full 
kerning design with strength and 
durability equal to roman. 

Letterspacing for effect and othe 
niceties of composition can be con- 


trolled but not as closely as by hand 
or Monotype. 


Hand composition is the form on 
which our typographical art was 
founded and is still, in many re- 
spects, the best. That is especially 
true in the hands of craftsmen who 
have mastered the tools of the trade. 

All the “latest” and most popular 
typefaces are available for hand 
composition. Through the efforts of 
a few dedicated type designers 
whose efforts are not always shaped 
by crass commercialism, European 
type foundries are setting the pace 
today. The extended types, the 
graceful cursives and the down-to- 
earth romans have all been pro- 
duced across the Atlantic. If one of 
these types is selected it just has to 
be set by hand; there isn’t any oth2i 
way. Many haven't, as yet, been 
adapted for slug casting or Mono- 
type—and probably will never be 
unless the market warrants the ex- 
penditures 

The chief advantage of hand-set 
type is that it permits the most ex- 
acting spacing between characters 
and words. Good typography is not 
distinguished by “uniform” spacing 
It is a technical fact that if the aver- 
age line of type has exactly the same 
amount of space between words, the 
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spacing will not appear uniform to 
the eye of the reader. This is espe- 
cially true for display typography 
and for larger text matter. 


> In the hands of a trained typog- 
rapher, the differences brought 
about by the varying shapes of the 
letters may be controlled. Examples 
may be found in the following: 


Normal: 


on matters some are 


even space fine example 


Less Than Normal: 


say where why worry 


very wise show you 


More Than Normal: 


off base 
had been 


all kinds 
hard bound 


Close inspection reveals that the 
space between words in the top 
group looks even. In the next it 
looks wide and in the last it appears 
narrow. The hand compositor can 
cut down space between words of 
the second group and add to those 
of the third, both with no appreci- 
able extra time. Should these small 
examples be magnified to a size 
found in display lines, the result 
would be very noticeable. These 
same changes can be controlled in 
Monotype and Ludlow composition; 
in Monotype the differences must be 
detected, then corrected by hand 

In ad work where most of the 
type is display with only a few lines 
of straight matter, a good composi- 
tor can often set the entire job as 
quickly as if part has been put on 
the machine. The usual procedure 
is for the job to be given to the 
operator who sets what machine 
lines he can, a rough proof is pulled 
by another person, it is read by an- 
other, made up by still another, 
proofed by another, then returned 
to the proofreader. If set by hand 
the job goes through only two 
hands: compositor to proofreader. 

Added to all this is the fact that 
most hand-set type is more ac- 
curate as to height, width and depth. 
That is true even on Thomson-cast 
type and that cast on Monotype Dis- 
play Casters with either standard 
or special formula metal. This pro- 
vides a perfectly level and smooth 
printing surface over the entire area 
of the form and makes it easier to 
pull a few proofs for offset repro- 
duction, either on paper or acetate, 
and reduces makeready time if 
printed letterpress. 


>» These are the four main systems 





of typesetting. Because of space 
limitations much has not been men- 
tioned, both for and against. All 
systems are good and certainly have 
a place in today’s typography; if 
by some unforeseen miracle one was 
suddenly taken from the scene the 
printing business would be serious- 
ly handicapped. 

They are all different; some have 
advantages over the others for cer- 
tain categories of work, there is no 
difference for some and for some 
the disadvantages or impossibilities 
are readily apparent. Sometimes all 
four may be used in the same job: 
straight matter for Linotype, for in- 
stance, and Monotype for tabular 
work—advantages which your type- 
setter understands and _ provides, 
often without consultation, in order 
to give you a better, more resultful 
job. 44 


Gothic Still Goes... 


Brand New Faces Head 
New Type Showings 


The ever popular Gothic faces 
continue in the limelight. Latest 
reports of available type booklets 
and specimen sheets include two 
new Gothics, plus a number of 
other popular and functional de- 
signs. A number of the showings 
feature brand new faces 


Another New 
Trade Gothic 


Mergenthaler Lino- 
type Co.’s popular 
Trade Gothic fam- 
ily has been increased by the intro- 
duction of Trade Gothic Extended, 
a big, full-bodied American Gothic 
that becomes the first such face 
available for machine composition. 

A full point-size range is in pro- 
duction, with both light and bold 
weights of the 14 point size the first 
to be cut. The new face is available 
in two sets of figures—one a regu- 
lar extended; the other slightly con- 
densed 

As in other Trade Gothics, the 
bold is duplexed with the light, with 
both alphabet lengths precisely the 
same, facilitating interchanging 

Following the introduction of the 
14 point Extended, smaller sizes will 
be cut. Slated to appear next are 
the 12, 10 and 8 point sizes. Later 
7, 9 and 11 will be added. 

The Trade Gothics, a plain, Amer- 
ican sans serif, in contrast to the 
more stylized European form, are 
now available in four distinct series 
in both light and bold versions of 
the new Extended, Regular, Con- 
densed and Extra Condensed. 

Advance showings of the new 


Keyboard Craw Clarendon 


TYPOGRAPHY (THE REPRODUCTION OF 
lettering by means of movable letter types) 
was originally done by pressing the inked 
surface or ‘face’ of a letter made of wood or 


metal against a surface of paper or vellum. 


THE UNEVENNESS AND HARDNESS OF 
paper, the irregularities of types (both in 
respect of their printing faces and the 
dimensions of their ‘bodies’) and the 


mechanical imperfections of presses and 


PRINTING METHODS MADE THE 
work of early printers notable for 
corresponding unevenness, irregular- 
ities and mechanical imperfections. 
To ensure that every letter left its 


(Available now in 7 pt.) 


or cast it from display matrices 


Also available in Craw Clarendon Book. 


ABCDEFGHIJK 

LMNOPQRSTUVW 
14XYZ&1234567890 

abcdefghijklmno 


(12 to 36 pt.) 


Ppqrstuvwxyz 


on the MONOTYPE! 


Write for specimens and additional information to 
Lanston Monotype Company, 24th & Locust Streets, 
Philadelphia, Pennsylvania 


REACHES 
MORE 
ADVERTISING 
AGENCIES 


than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 
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THE TIME 
Ss IPE... : 


Si 


» FOR ADVERTISING ACTION 


There’s important business to be had in advertising, sales promo- 
tion and merchandising today. And there are indications galore in 
the predictions of financial experts, government officials and busi- 
nessmen alike that marketing’s purchases today are only a shadow 
of what’s to come 


Bigger and better budgets are mushrooming up on all sides. 
In the burgeoning consumer markets, advertising, sales promotion 
and merchandising are counted on to help move more and more 
goods to more and more people. In the billion-dollar-and-growing 
industrial advertising market, advertising is fast becoming a full- 
fledged member of integrated marketing teams and carrying the 
ball more and more often to help solve specific sales problems. 


Manufacturers are looking to all forms of advertising in both 
fields to help them introduce and develop markets for new products, 
to rebuild inventories recently depleted by the recession, to reach 
new and bigger business for their present lines. 

And wherever important advertising plans are being made 
wherever advertising and promotion and merchandising cam- 
paigns are being put into action, there you'll find the professionals 
of advertising looking to Advertising Requirements for help in 
filling their almost insatiable needs. 


They’re looking here—in The Workbook of Advertising & Sales 
Promotion—for information on new products and materials, for 
new effects that will get more sales and response for their advertis- 
ing dollars. They’re looking for new methods for cutting costs, for 
new products and services that will speed up deliveries, new appli- 
cations to add impact and penetration to their sales messages 


It’s Advertising Requirements’ unique service—in 13 advertising 
areas in each issue—that has built such a loyal following of over 
21,000 advertising professionals in manufacturer, agency and serv- 
ice firms from coast to coast. It’s Advertising Requirements’ unique 
combination—right editorial coverage for the right buyer audience 
—that produces such enthusiastic responses from its readers. 


Workbook of Aduortinimg & Cabos Prowuition 


Published By The Publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 
200 E. ILLINOIS ST., CHICAGO 11 + 480 LEXINGTON AVE., NEW YORK 17 
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Trade Gothic Extended are avail- 
able from Mergenthaler Linotype. 
- for more details circle 111, page 117 


News Gothic News Gothic Bold 
Bold Arrives is American Type 
Founders’ latest 
contribution to the Gothic family. 
A heavy Gothic type, News Gothic 
Bold is designed in a weight similar 
to the Alternate Gothics. 
ATF’s specimen sheet displays the 
new face in sizes from 6 point to 


News Gothic Bold 


72 point. Both upper and lower case 
characters are shown, plus a listing 
of the characters included in a com- 
plete font. 


. for more details circle 112, page 117 


A Variety Sample showings of 
Of Melior Melior, a square 

yet delicate face, 
are available in a variety of weights 
and sizes from Philmac Typogra- 
phers, New York. 

The regular Melior is shown in 
sizes from 6 point through 60 point. 
The 8 point, 12 point and 24 point 
sizes each come in both large and 
small faces. Included are specimen 
paragraphs of the sizes from 6 to 
12 points. 

The three-page showing contains 
specimens of Melior Italic, Melior 


MELIOR 


Semi Bold and Melior Bold Con- 
densed. The italic and bold con- 
densed are presented in exactly the 
same point sizes as the regular. 
Melior Bold Condensed is available 
in sizes 12 through 60 points. 
Melior is said to be an all purpose 
type for all printing processes. 
- for more details circle 113, page 117 


Folder Features Californian, a pop- 
Californian ular face designed 
by American type 
designer Frederic W. Goudy is 
showcased and described in a four- 
page folder distributed by Lanston 
Monotype Co., Philadelphia. 
The face, available in both Ro- 


CALIFORNIAN 


man and italic, is said to be an es- 
pecially appropriate and readable 
face for book and promotional print- 
ing 


- for more details circle 114, page 117 





are acta 


Academy in Cleveland The Academy 


each carton with its distinctive label 


10 


is piled outside the illu kit te 


of Lighting Arts, minating Ce 


Jim Jensen, GE Large Lamp Dept., turns over the 
Rudolph Takacs and Joseph Bajec, CE! Residential Sales 


How to Up-Grade Salesmen 


It takes better selling to make 
more sales, and General Electric 
developed a full-scale program, 
called the Academy of Lighting 
Arts, to give lighting salesmen 
the knowledge they needed to 


increase their sales volume. 


How are you going to reach down 
to the grass roots of a nationwide 
sales problem to show merchandis- 
ing people other than your own how 
to sell your product? 

Such a problem faced the resi- 
dential lighting industry for years 
without the semblance of a solution 

at least, not until now 

What holds every promise of 
turning the tables is “The Academy 
of Lighting Arts,” a colossus among 
sales training and product indoc- 
trination courses 


> Just putting the ALA into national 
operation are Electric’s 
Large Lamp Department, WNela 
Park, Cleveland, and Wilding Pic- 


General 


ture Productions Inc., Chicago, the 
team that produced it 

In the words of General Electric's 
Jim Forbes, residential sales man- 
ager of the Large Lamp Depart- 
ment, the goal is “to provide sales 
experts at the consumer level who 
will be able to help home owners 
buy better lighting. 

“For years we watched the light- 
ing of American homes run a poor 
second to the swift advances in 
stores, offices, schools and even fac- 
tories . 

“The aim of the Academy is to 
improve this situation by indoctri- 
nating the thousands of persons who 
sell home lighting equipment in the 
benefits of good lighting and in the 
modern techniques of applying it.” 


What makes up the Academy 
of Lighting Arts? 


The Academy is a thing of 1,351 
parts if you count everything from 
the automatic slide film projector 
down to the last examination pape) 
and teacher’s guide 

Among many unique features, the 


ALA is 


1. Totally mechanized .. On 


person could 


conduct the entire 
ALA course for an electric utility 
(a logical sponsor) without prior 
special training, writing, or memor- 
1IZation. 


2. Nearly 100% visual .. Be- 
cause it is easier to learn through 
the eyes than through the ears (and 
this is especially true of lighting), 
visual aids of every description are 
used in rapid sequence during the 
twelve 214 hour sessions. 


3. Always up-to-date . . Fresh 
materials can be substituted quickly 
at low cost to keep the ALA abreast 
of new developments and _techni- 
ques in lighting 


4. Self-contained . . The pre- 
packaged ALA course offers every 
piece of equipment needed for its 
operation with only one exception 

a motion picture projector (since 
many sponsors of the course will 
have their own or can easily rent 
one). 


5. Highly comprehensive . . The 
ALA covers the fundamentals of 
lighting, the ins-and-outs of wiring, 
switching and dimming for lighting 
controls and finally, effective mer- 


Audio & Visuals © 95 





How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


ideal for Production, Traffic, 


Inventory, 
Scheduling, Sales, Etc 


Made of Metal Compact and Attractive. 
Over 300,000 in Use 


Full price $4950 with cards 
FREE 24-PAGE BOOKLET NO. R-300 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N.Y. 


CATALOGS «SALES PRESENTATIONS 
LOOSE LEAF BINDERS*SAMPLE BOOKS 
TS POS Ale ee 


THE S. K. SMITH CO. 


2857 N. WESTERN AVE CHICAGO 18 


NEW YORK 17 CLEVELAND 13 LOS ANGELES 45 


A MODEL FOR 
aoe EVERY PURPOSE 


Portable Tell 
Whi feboor 
Easel 


your story better 
with an Oravisual easel. 
You have 26 models to 
choose from. Write for 
free 24 page catalog. 


ORAVISUAL CO. 


Box 11150 
St. Petersburg 33, Fla. 


In AR |A Look at the Closed-Circuit 
for |Television Installation at Ben 
February ton & Bowles, New York 
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chandising of “Light for Living” (a 
phrase which sums up benefits of 
modern residential lighting, its ef- 
fectiveness and decorative aspects). 


6. For everybody's good. . Al- 
though Wilding was commissioned 
by G. E. alone to produce the ALA, 
the blessings will be bestowed 
equally on others in the lighting in- 
dustry. The ALA does not plug G. 
E. products. 


Who will offer the ALA courses locally? 


The goal of the ALA is to provide 
every major population center in 
the country with a corps of “Certi- 
fied Residential Lighting Consult- 
ants,” qualified to plan, specify and 
sell better home lighting. 

In most cases, according to Mr. 
Forbes, the ALA courses are being 
sponsored by the local electric util- 
ity company. Other logical sponsors 
include distributors of light sources 
(bulbs and tubes), fixtures and 
portable lamps, large electric and 
building contractors, electric asso- 
ciations and even colleges and uni- 
versities. 

Such sponsors buy a_ packaged 
ALA course outright for $2,500, only 
a fraction of General Electric’s cost 
of producing the ALA. G. E. doesn’t 
expect to liquidate its cost but 
local sponsorship will put the pro- 
gram on a self-sustaining, pay-as- 
you-go basis 


Who enrolls in the ALA? 


A representative ALA class in- 
cludes people from within a power 
company’s own organization, archi- 
tects, interior designers, electrical 
and building contractors, and light- 
ing fixture and portable lamp buy- 
ers and sales people from depart- 
catalog houses and 


ment stores, 


lamp shops. 
When an 


scheduled, the sponsor sends an- 


Academy course is 


nouncements to prospective stu- 
dents. They are asked for an enroll- 
ment fee of $20-$25, paid either by 
the student or his employer, pri- 
marily to give the student an in- 
vested interest in doing his home- 
work 


How is the ALA put into action? 


Purchase of the ALA program 
from the G.E. Large Lamp Depart- 
ment entitles the sponsor to two 
days of training for his instructor by 
the ALA staff at Nela Park 

However, for each of the 12 train- 
ing sessions, there is a complete 
guide in which every teaching aid 
is listed and its use described. If the 


instructor chooses to go by the 


book, every word he needs to use in 
the course is written down. 

For the above reasons, the in- 
structor’s ability to handle details of 
organizing and conducting group 
educational meetings becomes more 
important than previous knowledge 
of lighting. 


> The originators of the ALA also 
recommend: 


1. The instructor should have the 
assistance of a stenographer and a 
trained projectionist. 


2. Lessons should be conducted in 
a room that will comfortably seat 
from 25 to 35 people and have a 
stage for demonstrations and ex- 
hibits. 


3. One lesson should be held each 
week, at the same hour and on the 
same day of the week for the 12 
consecutive lessons. 


4. Invitations to enroll should be 
sent to the whole residential light- 
ing family in a community, includ- 
ing some 30 occupations, ranging 
from architects and contractors to 
utility company sales executives and 
financiers. 


S. Size of the class be limited to 25- 
35 students. 


How are the visual aids used? 


The main teaching burden of the 
ALA is carried by a series of 10 
automatic 
These 


color sound filmstrips. 


cover the more technical 
phases of the instruction such as in- 
candescent light sources, fluorescent 
light sources, structural lighting and 
fixtures. To show the lighting prin- 
ciples laid down, an entire house 
had to be wired and equipped with 
fixtures and portable lamps 

The projectors do not use a bell 
or gong signal, but the recordings 
emit a sub-audible sound wave im- 
pulse which causes the projector to 
change the picture. Because this 
300-watt, automatic projector is not 


Pay for themselves? Well, soon as 
the next one does, send it out. 
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INDEX .. os 


On target with printers everywhere as_ their 
favorite index sheet is Inventory Index. Its new, 
bright white surface”, specially suited to pen and 
ink, plus its excellent folding characteristics and 


balanced strength, makes it an index of unusual 


quality for general office work and a wide variety 


of advertising uses. This insert —one of a series— 
on 110-lb. basis weight, shows effects achieved 


with black and white halftone, line and four-color. 


*Also available in canary, 
buff, salmon, cherry, green, 
and blue. Write for samples 


and additional information. 





ANMPION, PAPERS 


a) 


THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
The Whitoker Paper Co 
The Partin Paper Co 
W.H. Atkinson Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Biake, Moffitt & Towne 


ARKANSAS 
Roach Paper Co 


CALIFORNIA 
Biake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company?! 
Biake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company? 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 
Carpenter Paper Co.* 
Graham Paper Co 


CONNECTICUT 


John Carter & Co., Inc 
John Carter & Co., Inc 


DELAWARE 
Whiting-Patterson Co., Inc 


DISTRICT OF COLUMBIA 
The Whitaker Paper Co 


FLORIDA 
The Jacksonville Paper Co.t 
The Everglade Paper Co 
The Central Paper Co 
The Capital Paper Co 
The Tampa Paper Co 


GEORGIA 


The Whitaker Paper Co.! 
The Macon Paper Co 
The Atlantic Paper Co 


IDAHO 


Blake, Moffitt & Towne 
Carpenter Paper Co 


ILLINOIS 
Bradner Smith & Company"! 
Dwight Brothers Paper Co.t{ 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Co.* 
Decatur Paper House, Inc 
Peoria Paper House, Inc 
Irwin Paper Co 
C. J. Duffey Paper Co 


INDIANA 


The Millcraft Paper Co 
Indiana Paper Co., Inc 


IOWA 
Carpenter Paper Co 
Pratt Paper Co. 
Carpenter Paper Co 


KANSAS 


Carpenter Paper Co 
Southwest Paper Co 


KENTUCKY 


The Rowland Paper Co., Inc. 


LOUISIANA 
The D & W Paper Co., Inc 


MAINE 
John Carter & Co., inc. 


MARYLAND 


Garrett-Buchanan Co 
The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc 
The K. E. Tozier Co.* 

John Carter & Co., Inc 
John Carter & Co., Inc. 


MICHIGAN 


The Whitaker Paper Co 
Central Michigan Paper Co 


MINNESOTA 


C. J. Duffey Paper Co 
Inter-City Paper Co. 
C. J. Duffey Paper Co 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co 
Newell Paper Co 


MISSOURI 


Carpenter Paper Co 
Midwestern Paper Company! 
Acme Paper Co 
Shaughnessy-Kniep-Hawe 
Paper Co 


MONTANA 


Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 


NEBRASKA 


Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co.t 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc 
Hubbs & Howe Co 
The Millcraft Paper Co. 
Aldine Paper Company! 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation! 
Pohiman Paper Co., Inc 
Reinhold-Gould, Inc 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
Bulkley, Dunton (Far East}t 
) Bulkley, Dunton S. A.t 
) Champion Paper Corp., $.A.t 
Champion Paper Export Corp.t 


Genesee Valley Paper Co. 


NORTH CAROLINA 


Henley Paper Co. 


The Charlotte Paper Co 


Epes-Fitzgerald Paper Co. 


OHIO 
The Millcraft Paper Co 
The Cincinnati Cordage & 
Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Co. 
The Millcraft Paper Co 


OKLAHOMA 
Carpenter Paper Co 
Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Kemmerer Paper Co. 
| Gorrett-Buchanan Co 
Garrett-Buchanan Co. 
Garrett-Buchanan Co 
Matthias Paper Corp.* 
Paper Merchants, Inc. 
Whiting-Patterson Co., Inc 
The Whitaker Paper Co 
Garrett-Buchanan Co. 


RHODE ISLAND 
John Carter & Co., Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Co 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Co 
The Cincinnati Cordage & 
Paper Co. 
Tayloe Paper Company 
Bond-Sanders Paper Co 


TEXAS 

Kerr Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 

Carpenter Paper Co. 
Southwestern Paper Co. 
Carpenter Paper Co 
Carpenter Paper Co 


UTAH 
Carpenter Paper Co. 
Carpenter Paper Co 
VIRGINIA 
Epes-Fitzgerald Paper Co 
Epes-Fitzgerald Paper Co 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Companyt 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Co 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Co. 
WISCONSIN 
Dwight Brothers Paper Co. 


CANADA 
Blake Paper Limitedt 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio 


General Office: Hamilton, Ohio 


... Canton, N. C.... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 
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WILL SELL MORE. 


KAMINATION 


THE PERFECT SALES KIT 


COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


! INTRODUCTION 


we are 
why 


are here 
! OPENING INVENTORY Quiz 
iT WHAT'S AHEAD 2 


2uUtline o 


Attracts and holds prospect's atten 

tion by setting up sales material at a 
ae ingle when he is standing or 
Me course a 


TING 
Pn SALES POTENTIAL 


Planning Staff Mr. Jensen is surrounded by some of the 


instructional material that make up the 
Ci akley 


generally available, it comes in the 
packaged ALA course 

> The motion pictures one of 
them narrated by John Daly are 
devoted to less technical phases of 
the ALA instruction. Television stan 
Daly narrates “The Road Ahead,” a 
black-and-white film 
the sales 


with 
residential 


dealing 
potential for 
lighting and the ways of 
better lighting into American 
homes. The other  film—Selling 
Lighting Fixtures for a Living” 
teaches basic techniques for selling 
on the lighting fixture 
floor. The film is 25 minutes long 
and in color 


getting 


showroom 


The motion pictures and _ slide 
supplemented by chart 
presentations, flannelboards, book- 
lets, demonstration props and othe 
visual equipment. Although the ma- 
jority of these tools were produced 
by Wilding-Henderson, Detroit, a 
subsidiary of Wilding, much demon- 
stration equipment had_to be cus- 
tom-built in General Electric's own 
specialized laboratories 

For instance, 


films are 


special light box 
displays and modular demonstration 
units, designed for teaching the in- 
tricacies of good lighting, had to be 
precision-built to scale 

Other visual material and litera- 
ture included the many 
turned over to ALA students for 
their home study and use in re- 
viewing their lessons later. Each en- 
rollee receives complete recap notes 
of the subjects covered in each ses- 


pieces 


sions for the most part sparing 


Academy 
Nancy Evans and Aileen Page, whx 


more than 1300 piece 
of Lightin Arts. With him are R« 


developed much of the material 


him of the academic ordeal of tak- 
ing voluminous notes 


Who took part in the 
preparation of the ALA? 


The ALA is the 
hands 


work of 
direction came 
from General Electric, with super- 
vision provided by Mr. Forbes 
Working through its marketing and 
people, Wilding provided 


its 27 years of experience as a pro- 


many 
Technical 


research 


ducer of some of the most successful 
business training programs 

Dean Coffin, then Cleveland 
branch Wilding and 
now vice president in charge of its 
Great Lakes Sales Division in De- 


manager for 


troit, says, “We suggested a survey 
to find out what it would take to get 
people to know enough about light- 
ing to recommend the right thing 

Wilding sent interviewers to talk 
to people In every phase of the resi- 
dential lighting business from re- 
tail sales clerks to power company 
executives. Each interview was per- 
sonal and confidential 


> At about the same time of the 
Wilding survey, G. E. was collabo- 
rating with Mississippi Light & Pow- 
er, Jackson, and Kansas Gas & Elec- 
tric, Wichita, in a study of methods 
of developing the residential light- 
ing market. Experiments conducted 
with these electric service compa- 
nies showed significant 
sales and 


gains in 
electrical loads 
could be realized from a coordinated 
effort But the 


lighting 


sales study also 


angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND For Full Line Folder 


1708 West Washington 
CHICAGO 12, ILL. 


HOLD YOUR 
AUDIENCE 


... with a lightweight, portable 
Arlington 5-Way Presentation Easel. 


ARLINGTON ALUMINUM CO. 


Please send me complete easel information. 
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COMPANY 
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make 


c 


You 


presentation 


slides change auto- 
Sight and sound are 
No fumbling in the 


please.” 


impres sive 


always! 


inaudibly 


It’s done with the 310’s amazing 


control center 
time 


matically, 


the film. 
together 


AV 
dark, no “next slide, 


a professional, 


every 


Tape 
No 


310 
recording head con- 
DIVISION 
ELECTRIC 
RACINE -wis 


Ekotape 


even more effective 
This records a signal on the tape. 


. put their sales story on 


WEBSTER V7) 


an 


use 


It’s convincing. Sells! 
it's 


attack 
ur 


and then illustrate it with slides 


strip film. 
you 


If 


Recorder, 
chance for “pilot” error, because this one 


has two “heads”... 


for a demonstration in your office, call your 
Ekotape dealer. He’s listed in the Yellow Pages 


No obligation, of course 


Today, successful ad men employ a “two- 


headed” 
On playback, the model 310 automatically converts the signal 


To illustrate your taped story with a slide, just press the 
into electrical energy which operates the projector. 


control center button. 


JUST PRESS THE BUTTON... 
ELECTRONICS 


tape, 


franklin ody #13 
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pointed up the need for local train- 
ing of residential lighting sales peo- 
ple at the retail level. 

As as result, Mr. Coffin reports, 
“Wilding recommended what is now 
called the Academy of Lighting Arts 
— a liberal education and sales in- 
doctrination on the subject of light- 
ing. 


How were tests of ALA made? 


Before operational tests, the ALA 
was virtually a finished product. 
This was possible because of the 
close consultation with lighting spe- 
cialists, trade associations and pow- 
er companies throughout the forma- 
tive stages. While the films were 
still in storyboard form, for in- 
stance, trade groups were brought 
in for discussion and modification 
of the content according to thei: 
views. 

When the ALA was turned ove 
to three power companies for test 
runs, it even included finished film- 
strips for the slide film instruction 
with a recorded voice rather than 
separate slides and a script. 

Mr. Coffin points out, “If you use 
slides instead of filmstrips, with a 
recorded voice, it: would not be a 
test of the filmstrip medium. It 
would merely be a test of the slides. 
which get out of continuity very 
easily and require a lot more han- 
dling and manipulation by the in- 
structor. Therefore, we made up the 
completed filmstrips and the com- 
pleted motion pictures, and we 
tested the material with these pre- 
liminary groups on that basis.” 


» And some helpful hints to instruc- 
tors were suggested by the test op- 
erations, such as: 


1. Don’t break the meeting to hand 
out literature distribute it be- 
forehand. 


2. Take advantage of unscheduled 
opportunities for class participation 

it will help personalize the sub- 
ject matter 


3. Have the sponsoring company’s 
executives appear, perhaps during 
the opening session to give the par- 
ticipants a send-off—it will add to 
the esprit-de-Academy. 


> The ALA is gaining momentum 
rapidly. G. E. already has 23 firm 
orders representing most of the 
large metropolitan areas of the U. S 

New York, Newark, Chicago. 
Philadelphia, Boston, Baltimore. 
Cleveland, Chicago, Cincinnati. St 
Louis, Kansas City, Los Angeles, 
San Francisco and Sacramento. The 
goal is at least 100 sponsors in as 
many different localities in order to 
blanket the country, (4 





Showing tv spots 
to audiences before 
going on the air has 

boosted ratings to 
new highs for a 
Washington advertiser 


How Pre-Testing Builds 


Betfer Television Commercials 


By Stanley E. Cohen 
AR Washington Edit 


What is the secret formula which 
enables the Wilkins Coffee “Mup- 
pets” to rate hands-down as “best 
liked” 


regional and 


among hundreds _ of 


local, 
national 
each day on Washington’s four tv 
stations? 


spots seen 


Originality, humor and action are 
basic to each of these fast-moving 
eight-second “mellow dramas.” But 
the special added ingredient which 
keeps Wilkins spots on top, accord- 


ing to M 
Washington 


Belmont Vei 


agency 


Standig, 
president, is 
audience pre-testing to make sure 
that each spot has the right combin- 
ation of appeals before it is released 
for use on the air 


> Thus an integral part of the pro- 
duction of the entire Wilkins cam- 
paign, Mr. Ver Standig emphasises, 
has been the work that has been 
carried out in conjunction with 
Data Unlimited, a Washington re- 
search firm, in arranging for screen- 
ings and panel studies which have 


In Production 
A muppet Veé 
take tne 


oF the studio 


provided the Ver Standig agency 
with a means of making sure that it 
new ideas measure up to the suc- 
cesses scored early in the cam- 
paign 

Proof that “Pre-search” works is 
the fact that after a year’s use, the 
Muppet spots are credited with bet- 
ter than a 66° “best liked” re- 
sponse in the Washington market by 
ARB, overshadowing such national 
favorites as Maypo, Dodge, Kleenex 
and Plymouth 
“best liked” 
proached in other markets only by 
Piel’s 39° in New York and 
Hamm's 38.3‘ in Minneapolis-St 
Paul 


Moreover the 66 


record here is ap- 


> The spots themselves are low- 


budget, short playlets, featuring two 
combination marionettes and pup- 
pets, “Will” and “Wontkins In the 
original version for Wilkins, Will is 
energetic and enthusiastic, trying to 
‘sell’ Wontkins on trying Wilkins 
Coffee. Wontkins is sour faced and 
indifferent, and he usually ends uy 
on the receiving end of the prank 


Currently the same plots and 
being reworked for 
markets by different 
advertisers. The featured Muppets 


will be renamed but the tried-and 
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VISI-GRAPH FLANNELBOARDS 
BUILD A PICTURE STORY 

AS YOU TALK 

Flannelboards and Self-Stik 


paper make preparing charts, signs or mes 
sages a cinch! You'll get dynamic visual 
presentations for sales campaigns, dealer 


meetings, safety or educational talks. 
M trated ~ 


Visi-graph 
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The Ohio Flock-Cote Co. 


5713 Euclid Ave. Cleveland 3, Ohio 
LL A RR 


how to put NJ Clacheon 
your ideas into 


With a Vue-More 
Turntable you can tell 
a MOVING sales 
story for your 

product spot light 
t on a revolving stage 


Send for Vue-More's factual 
bulletin AR-3 and price list. 


vue-more -..- 


World’s Leading Manufacturer of Turntable 


601 West 26th Street, New York 1 


ALUMIN’M BLANKS 


*Tackers *Real Estate ¢ Traffic Control 
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©32 Ga.to 14 Ga. All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


728 PHILLIPS AVENUE, TOLEDO 12, O0HI0 


Want your film on 
TV news programs? 
See AR for February 
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true story sequences will be re- 
tained intact. 

A typical Wilkins “mellow- 
drama” has Wontkins hailing a cab, 
with the question, “Where can I get 
a cup of coffee?” Will, who is cast 
as a cabbie, asks: “Wilkins coffee?” 
“Naw. Any old kind,” snorts Wont- 
kins, and the riderless cab roars 
away leaving him disgruntled on 
the curb 


> When Ver Standig turned to Data 
Unlimited for help on the Wilkins 
account, he was simply following a 
policy he adhered to on other ac- 
counts, although the plan to actually 
preview the Wilkins spots at private 
screenings for organizations and 
groups was a new twist 

One of the facilities of Data Un- 
limited which Ver Standig has used 
frequently is the continuing panel 
of 500 consumer families which is 
used as a testingboard for ideas and 
a source of information 

In the case of the Wilkins com- 
mercials, however, the research was 
carried a step further with reels of 
Wilkins spots screene d_ before 
American Legion groups and simi- 
lar gatherings so that response 
could be studied before the spots 
were cleared for use on the Wilkins 
tv schedules 


> Early this year, five Wilkins spots 
were screened before two juvenile 
audiences, both of them through ar- 
rangements with private schools. In 
addition, the same five spots were 
screened before 60 persons attend- 
ing an American Legion meeting 
On each occasion the spots were 
shown twice, with sequence shuffled 
to guard against distorted results 
from positioning 
Since the juveniles were quite 
young, their reaction was observed 
as the screening proceded. In addi- 
tion, they were asked to vote by 
show of hands, and later to make 
whatever wished 
Adults were asked to rate the spots 
without Late: 


invited to comment as 


comment they 
consulting anyone 
they were 
they wished 

Reactions of adults and juveniles 
were surprisingly similar, although 
the adult audience was more re- 
served about some of the more bru- 
tal slapstick. All five of the spots 
used in the showing proved to be 
well received, but researchers re- 
ported the 
were those with simplicity and sen- 


most successful ones 


sual appeal, in addition to enter- 
tainment 


>In May, eight othe: 
tested on two other adults groups 
and another juvenile group. Adults 


spots were 


Merry Christmas . . . Wilkins says it’s a 


joy to serve everybody ttee but 
grumpy Wontkins adds y to you 

you aren't pulling the ( Jimmy 
Henson and Jane Nebel w e har 


puppets 


and juveniles all rated a pie throw- 
ing sequence as “best liked,” al- 
though some of their other prefer- 
ences differed. “Least liked” in- 
cluded a spot which had the mup- 
pets appeal: “Please buy Wilkins, 
won't you, or Old Man Wilkins will 
fire us.” Apparently it was too much 
of a “house joke” for the audience 

Another “least liked” involved a 
“magie wand.” Children missed thx 
point, researchers reported, becauss 
the wand did not have a star, and 
they weren't quite sure of what it 
was 

As extra precaution in the prep- 
aration of Wilkins spots, Ver Stan- 
dig used the Data Unlimited panel 
to get opinions about “best liked” 
tv commercials in the Washington 
market in May. The panel gave 
Wilkins 64°,, almost identical with 
the rating subsequently reported by 


ARB 


>’ But even” more revealing, it 
showed that an overwhelming 
jority thought the major appeal of 
the Wilkins spots were that they 
appealed to the “funny bone”. An- 
other number commented, 
“Short, not dragged out”: 


ma- 


large 


“unusual 


original, clever, not trite’, lear, to 


the point, honest, not too subtle.” 
In this Wilkins also 


learned reaction to 
other 


survey, 
about public 
leading tv spots, including 
those of its competitors. All the 
four leaders had to meet the pub- 
lic’s criteria of “funny, happy, hu- 
morous, whimsical, witty, entertain- 
ing.” 

Experience with the Wilkins tests 
will undoubtedly point the way to 
more cooperation between Ve) 
Standig and Data Unlimited in depth 
surveys and interviewing to help 
sharpen advertising copy 44 
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The chances are, our doctors tell us, that guard against it. To help save the lives 
one in every four of your employees of more of your fellow-workers, call or 
(whether key executives, skilled workers, write our nearest office for information 
experienced secretaries or valued clerks) about a free employee education pro- 
will develop cancer at some time in their gram, geared to your particular fac- 
lives. What is worse, many of them may _ tory or office. 

die needlessly, unless they know how to American Cancer Society 
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MAKE YOUR NEXT BIG MEETING | 


WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
LUCENT SCREEN AND CHANGED 
AT WILL BY REMOTE CONTROL 
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WATT SLIDE PROJECTOR WITH THE 
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Survey Shows Applications 
Of Business Films in TV 


An up-to-the-minute picture of 
the position occupied by free busi- 
ness films in today’s tv picture is 
available in a survey report from 
Modern Talking Picture Service Inc. 

The result of a three-month sur- 
vey, conducted by John T. Fosdick 
Associates for Modern. The report 
is well able to serve as a guide to 
anyone contemplating a 16mm pub- 
lice service film for tv station dis- 
tribution. 

Included in the useful information 
on how tv stations use free business 
films are revealing facts on: 

@ why some films get shown regu- 

larly while others never make the 

grade 

® the amount of time most stations 

give to free telecasts each week 
the times of day usually shown 
the proper length 

favored subject matte: 

station managers’ feelings on un- 
solicited films. 

Straight from the shoulder treat- 
ment is the basis of the report with 
three pages of the booklet devoted 
to verbatim comments made by over 
200 station film directors. 

The survey questionnaire was 
mailed to the film directors of the 
nation’s 529 tv stations. The 69% 
response represents all geographic 
areas and all categories of tv mar- 
kets, station sizes and population 
densities 


. for more details circle 125, page 117 


Ad Agency Sponsors 
Own Radio Campaign 


As part of an aggressive self-pro- 
motion, Julius Bronstein and Asso- 
ciates, Hamden, Conn., has signed a 
13-week contract with WNHC, the 
Triangle Radio Station, New Haven, 
Conn 

Designed to create a favorable 
image for the agency with a selec- 
tive audience, the program will con- 
sist of five minutes of the latest 
market and business reports. Com- 
mercial time will deal with case 
histories of successful promotions, 
capsule discussions of topics such as 
sales training, check lists on the 
preparation of various forms of ad- 
vertising, points to be considered in 
creating a new package, launching a 
new product, market research, etc 

The program is scheduled for 
week during the 
campaign, and will attempt to un- 


covel 


three nights a 


leads for potential clients 
through offers of printed material 
pertaining to the capsule discus- 
SIONS, 44 


Color Transparent Films 
Available from Ozalid 


Transparent, sensitized films in a 
wide variety of colors for use in 
visual aids color projection, have 
been introduced by Ozalid Visual 
Aids, Johnson City, N. Y. 

Released under the name _ of 
“Projecto Foils,’ the films give top 
quality color reproduction. A wide 
range of color special effects can be 
obtained with the films in produc- 
ing overlays, flip cards, and projec- 
tion transparencies. 

They require only bare minima 
of equipment and experience for 
use, and no dark room facilities o1 
They 
can be produced simply by a direct 
copy with a_ translucent 
original. The exposed film is de- 
veloped in a dry, diazo-type process 
to form a durable positive trans- 
parency 


liquid washes are required 


process 


The resulting image is reported to 
be permanently clear. 
Project Foils are 
black, blue, red, 
magenta, yellow, sepia and brown 
Details are available from Oczalid 
Div. General Aniline and Film 
Corp., Johnson City, N. Y 44 


available in 


orange, green, 


Rol-a-chart Board Offers 
Continuous Visual Control 


scheduling via a new 
board that offers continuous visual 
control has been introduced by 
Conley, Baltzer & Steward, San 
Francisco. 

Entries are 


Easier 


“Rol-a- 
Chart” with a grease pencil on a 


made on 


continuous transparent plastic 
sleeve which moves across a fixed 
grid. entries can be 
made by simply wiping off the old 
and entering the new. 


Revisions of 


Descriptive literature is available 


. for more details circle 126, page 117 


Smooth Scheduling . . . Even ‘‘pretty 


young things find 


easier 


cheduling 


with Rol-a-chart, the continuous control 


Conle V 


board devised by Blatzer & 


oteward 





Well Staffed . . . The Houghton booth 


the 1957 Nationa their feet 


any 


trategic point around the pace 
ite 


An Exhibit is a Place to SELL 


Every visitor to an exhibit booth 


is a potential customer, and 


good salesmanship can turn a 
visit into an order. Here is an 
excerpt from the manual pre- 
pared by the E. F. Houghton Co. 
as a guide for its men assigned 


to trade show duty. 


By Douglas C. Miner 


F b4 


Last year the Industrial Adver- 
tising Research Institute issued a 
lengthy report on trade show dis- 
plays and thei operation In t 
there was a mathematical formula 
to determine the best way to at- 
tract people to a booth. The re- 
port contained much theory) on 
planning and constructing a dis 
play, but it completely omitted what 


is undoubtedly the most important 


part of a successful trade show: the 
staffing by salesmen and the han- 
dling of inquiries they obtain 

The type of background used is 
a Stage setting only Visitors may 
remember an unusual or extrava- 
gant display, but they cannot al- 
ways recall the name of the ex- 
When that happens, the 
brilliant idea was almost a 


hibito 


plete loss 
On the othe 


members advice he sought and ob- 


hand, a man re- 


tained in a trade show, and will 
not forget the name of the exhibi- 
tor in whose booth he vot it In 
our company, we have come to be- 
lieve that the background of a dis- 
play serves only as a bac kdrop 1O 


what goes on up front 


> Because we believe that the t 

ing of a salesman includes 

on how to handle an assignment to 
trade show duty, we recently pre 

pared a manual on “Manning The 
Exhibit Booth.” It may be of in- 
terest to quote from Chapter 3, “The 


Role ol the Salesman in 
Shows 


Trade 


‘The old saying that if you make 
a bette mousetrap the world will 
beat a path to your door is not true. 


You have to tell them about that 


mousetrap—show them how it 


works and why it is bette 


There IS no more opportune 


place to do that than in a well-run 


industrial show, where our pros- 


pects come to se¢ us It is a hand- 


ple ked. screened group, almost all 


ot them prospect rather than “sus- 


pects 


The VISItO! Is there to learn 


about product features and bene- 


fits, which, presented to him prop- 


erly, tend to influence purchas¢ 


He is neither surprised nor par- 


ticularly impressed if he merely 


A typli- 


sitor is not going to spend 


i 


sees tne product on display 
features and 

He expects to 

clearly, how a 

product will benefit him 


to take the time 
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to read wordy signs, but will listen 
to a good sales story, for that is 
why he came.” 


> But, we continued, men do not 
want to be “over-sold”; many do 
not yet realize they need the de- 
vice or material we are demon- 
strating, so too eager, too high- 
pressure selling may 
purpose. 


defeat ou 


That purpose is two-fold: to im- 
press the product and company 
identity upon the prospect while he 
is there (remember, he will see sev- 
eral hundred other exhibits) and 
secondly, to get sales leads. Let’s 
not call them “inquiries”; if they 
are honest leads they can later be 
turned into sales by the territorial 


man calling at the prospect's plant 


>’ So the objective at the show is to 
do a good public relations job, and 
more—to get direct leads for othe: 
salesmen Here is how we covered 
it in our manual 

“When you are assigned to attend 
a show to represent your company 
you are not doing a mere ‘duty.’ 
Actually you are fortunate to be 
in our booth, for if you do you 
share of meeting people and mak- 
ing friends for Houghton, you'll see 
many of your customers there, un- 
der very favorable circumstances 

“Take a fairly large plant wher: 
you may be getting some business 
but want more. Suppose you know 
three men there quite well, and 
another half fairly well 
There may be 50 men in that com- 
pany who influence purchases, and 
who get our company magazine 
(the LINE), but you cannot meet 
them all on plant calls. But all 50 
may go to a national trade show 
in their area, and you, at the Show, 
will have a fine opportunity to in- 
crease your friendships in this com- 
pany.” 


dozen 


>So much for the reason why 
trained salesmen are so important 
for booth work. Now, how do we 
schedule them and train them? 
About a month before the show the 
divisional sales manager is asked 
to prepare a schedule of booth 
duty. Usually the show is in an im- 
portant industrial city where there 
is a sufficiently large segment of 
our sales force to make it unneces- 
sary to import men from othe 
cities. We do bring in technical men 
from outside to augment the booth 
staff and answer tougher questions 
thrown at us during the show 
The schedule of booth duty is 
made up with an eye to the sales 
representative's needs to keep up 
his own territorial work. Usually he 


106 + ao * January 1959 


has his mornings free for his own 
work, as shows do not often open 
before noon. He is preferably 
scheduled on alternate days, and 
usually for four-hour watches rath- 
er than for a complete day and 
evening 


» At a convenient time before the 
show the men assigned to staff ou 
booth are gathered together and 
briefed as to the display and how to 
work the booth. This is frequently 
done at a breakfast the morning the 
show opens. If that is not conven- 
ient, the meeting may be held in the 
booth an hour before opening time 

The sales manager, the depart- 
ment head and the advertising man- 
ager point out the reasons for the 
various display items, how demon- 
strations work, what they prove, 
how to record inquiries and othe 
details of that particular show. This 
rehearsal saves valuable time and 
possible confusion during the early 
hours of the show's first day 

At a large show where perhaps 
six men are required on the floo 
at a time, a captain may be ap- 
pointed for each day by the sales 
manager, his duty being to see that 
every part of the booth is covered, 
that men keep their assignments 
and that lunch or dinner dates are 
arranged so as to keep the 
manned at all times 


booth 
An advertising representative 
who sets up the show will be pres- 
ent during the shows to 
watch the literature supply, to keep 
the booth neat, to be sure the dem- 


la pel 


onstrations work and to assist the 
technical men by “bird-dogging,” o1 
holding visitors until technical men 
can answer tougher queries 


> The manual stresses deportment 
and appearance: dress as neatly as 
on plant calls, no sport shirts, no 
lounging, no prolonged conversa- 
tions between salesmen while pros- 
pects wander by for lack of atten- 
tion. The booth itself must be kept 
neat, overcoats and hats hung up, 
literature well arranged, floor clean 
Those little points help to make a 
display attractive 

Each display stand should have a 
salesman near it at all times when 
traffic in the show ranges from nor- 
mal to heavy. If there proves to be 
unusual interest in one particula 
feature, two men will be needed to 
answer 


inquiries and record in- 


quiries 


> As stated, prospects are met “up 
front’; the man who pauses for a 
quick look will not ask questions 
unless he is engaged in conversation 
by the salesman. To say “May I help 


you?” is not a good opening, we 
point out in the manual. “It is bette: 
to be nonchalant, starting a conver- 
sation with some impersonal re- 
mark, such as ‘Quite an unusual 
specimen, isn’t it?’, or “Do you have 
anything like that in your plant?” 

That sort of off-hand question 
usually starts a man talking. Men 
should alternate duty on the “front 
line’ to give them a change and 
rest. No long discussions between 
salesmen and technical men should 
be held during show hours; these 
must be handled during lunch, be- 
fore or after the show. 


> Each sales manager is sent a set of 
the inquiries originating from his 
division, and is told if a record is to 
be kept of calls made, and whether 
reports are to be made to the main 
office at a later date. Not all shows 
require this close a follow-up Some 
institutional 
value, but most are carefully fol- 
lowed 


are more largely fon 


A report is made after each show, 
listing costs, unusual features, types 
of products and demonstrations 
used, photo of booth, and break- 
down of inquiries received. The fol- 
low-up to get sales is, after all, the 
final measure of success of the 
show 

The final advice given to our field 
men and trainees in the manual 
summed it up this way: “Every 
man who gets an inquiry is contrib- 
uting to the value of the show and 
helping justify the expenditure 
More than that, he can get business 
for his territory. The visitor who 
tells you later that he was not really 
interested in now back on his own 
job, and is trying to brush you off 
politely. But he was interested at 
the time of the show, and can be 
interested again. That is your job.” 

44 


New External by Haas 
Makes Debut to Trade 


Tips to the trade, an attractive 
format, and plenty of good pictures 
produced a bright beginning for a 
new external from Haas Displays 
Inc., Minneapolis 

Appropriately “Display 
Ways,” this four-page paper has an 
“Exhibitor's Check List” in its first 
issue that should offer benefits to 
any reader planning to exhibit in 
the future. Other features in the 
piece include photographs and a 
run-down on an especially versatile 
display designed for 3-M Co., and 
illustrations of numerous other dis- 
plays from Haas. 


named 


Copies are available 


. for more details circle 102, page 117 





PENINSULAR PAPER CO 


TUSCAN COVER e ECONOMY COVER e ORKID COVER 
e@ DUPLEX COVER e BERMUDA DUPLEX e ZAMORA 
COVER e PAB COVERe TWIN TONE COVER e WOLVERINE 
COVER @ ANGELO TEXT eSNOWEAVE COVER AND TEXT 


erwre WS eM iieeetee = 6 ‘ww 


Yes, the two virtues are 
compatible, and they meet in peaks of 
perfection in Peninsular Pab Cover 
The warm beauty of Pab’s embossed leather 
finish lends richness to catalogs, brochures, 
menus and direct mail, while the 
long-fibres and hard finish provide unusual 

resistance to wear and tear. Notice too, 
the versatile printability as expressed 

in the lines, halftonesy duotones and solids 
of this design 

example. When 

vou want a 

sheet with beauty 

plus ruggedness 

ask your Peninsular 

Merchant for 


Pab Cover 


Y « YPSILANTI, MICHIGAN 


sic 


This message is printed on PAB COVER, 80 ib. cover be 


es . 
Ss LR weight. PAB is stocked 26 x 40 in nine colors plus white 


“ever stock Specialists for over 9 yours 





Well-Dressed Models . 
flanked by twe f 
down the hotel 


models were fc 


By Fay Carlson 
This is the story of an ‘expedi- 
ency,” an 
publicity campaign that turned a 
might-have-been failure into a suc- 
cess, and a regional toy, Ant Farms, 
into a nationally distributed prod- 
uct. 


unexpected, unplanned 


Manufacturer and owner of this 
unique living toy, E. Joseph Coss- 
man, of E. Joseph Cossman and Co., 
Hollywood, Cal., first put Ant 
Farms on the market in October of 
1957 

Sales on the West Coast were ex- 
citing, and although national distri- 
bution was spotty, it increased with 
encouraging regularity and was 
backed by extensive ads, publicity, 
and direct-mail promotion 


> It came as a disturbing surprise, 
then, when Joe arrived at the 
American Toy Show, in New York, 
and discovered that nobody, but no- 
body, in the east had heard of Ant 
Farms! 

Twenty representatives from key 
areas were waiting to sell a product 
that was unknown! 

Joe was sans a publicity staff. and 


Attention at a 


Trade Show 


It takes something extra for a newcomer to 
attract attention at a large and well-estab- 
lished trade show, but that is just what the 
Ant Farm succeeded in doing at a low cost. 


Ant Farm man 


ne wal 


sans a budget. A room had been 
reserved in the New Yorker Hotel 
for the show dates, March 10 to 19, 
and a few wall posters were on dis- 
play, but this was all! 


> The registration list of retail buy- 
ers, wholesalers, and jobbers read 
like a Who's Who of 
totaling 12,600 people 
corner of the nation 


America, 
from every 


Competition at the show was ter- 
rific! There 
1,500 exhibitors monopolizing every 
floor of the Hotel New Yorker, the 
Hotel Sheraton McAlpin, and_ the 
Fifth Avenue Building 

In nine 


were approximately 


short days, with only 
eight exhibit hours a day, it would 
be a physical impossibility for each 
one of the 12,600 prospective cus- 
tomers to visit each exhibit and se¢ 
each item! 


>» Originally, the publicity program 
from the home office, in Hollywood 
had included 

e An ad in every toy 
publication in 
and March 

® Over 85,000 mailers inviting cus- 


tomers to see the Ant Farms. They 


and hobby 


January, February 


were sent out a week before the 
show 

e The news editor and program di- 
rector of every local and network 
radio and tv station were sent a 
personal, original letter and press 
release 

e The feature writers of every New 
York newspaper were given humor- 
ous and entertaining ideas for shows 
and stories revolving around Ant 
Farms 
e Teaser telegrams were sent di- 
rectly to executives of big name tv 
shows fo1 
e TV 


contacted for 


possible publicity plugs 


show representatives were 


possible personality 


interviews 


> Although this campaign resulted 
in a substantial amount of free pub- 
licity that reached the general pub- 
lic, the man with the big blank 
purchase order in his pocket was 
still out of reach. He was being 
pressurized by exhibitors from all 
sides, and Ant Farms were still just 
a name in the lengthy catalog! 

The emergency publicity program 
was designed to arouse curiosity 
touch the funny bone and above all 
buyers 


never let the forget Ant 
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12th 
ADVERTISING 
ESSENTIALS 
& NATL. 
SALES AIDS 
SHOW 


Biltmore Hotel, New York 
March 30, 31 & April 1, 1959 


THE BEST ATTENDED EVENT 
IN THE FIELD 
Average annual registration 9,655 


For exhibit space availabilities write: 
Thomas A. Noble, Chairman, 


ADVERTISING TRADES INSTITUTE 
135 East 39th St., New York 16, 
LExington 2-9921 


P. S$. — Order Now .. The 1959 Direc- 
tory of Adv. Mgrs., Sis. Prom. Dirs., Art 
Dirs., Ptg. Buyers, etc. in the New York 
area. 300 page, hard-cover, NOBLE's LIST 
now available. $35 annual subscription in- 
cludes bi-monthly supplements. All 10,600 
individval names maintained on stencils for 
addressing at $20 per M. 


TT 
ART SERVICE 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


to cover cost 
of packing and 
mailing will 
bring you — 
Free coe 
The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Ilinois. 


140 Advertising Managers 
requested further information 
ibout products or services men 
tioned editorially in a_ recent 


issue of AR. 


AR GETS 


Avid Readership 


Avid Response 
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Farms because they would see them 
everywhere! 
done 


Here’s how it was 


e First of all, front page ad space 
was taken each day in the Toy 
Trade News, which was published 
especially for the show 


® More than 10,000 stickers, 2x11”, 
saying “See the Cossman ANT 
FARM, room 1241, Hotel New 
Yorker,” appeared on the mirrors of 
hotel rooms all over New York. 

A buyer couldn’t shave without 
seeing an Ant Farm sticker! This 
was accomplished with the coopera- 
tion of numerous bell boys. (Later 
in the week, when business got so 
heavy, and everybody was trying to 
corner Mr. Cossman, a joke went 
around the show: “Look for a fel- 
low peeling stickers off a wall. . 
the man behind him ready to put 
on another is Cossman!”’) 


e A cartoonist, working in the 
lobby every evening, was paid to 
keep a large caricature of the Ant 
Farms attached to his easel. 


® Models in tight satin dresses with 
Ant Farms stenciled fore and aft, 
caught all eyes as they walked from 
floor to floor of the hotel 


e Thousands of “I Bought Coss- 
man’s Ant Farms” blue ribbons 
were distributed, and worn. 


The results of all this promotion 
went beyond the wildest expecta- 
tions! 


> The Ant Farm booth was at the 
end of the hall, on the 12th floor. 
Every day there was a line-up of 
people from the elevators to the 
door, waiting to get in! The room it- 
self was so mobbed that another 
room had to be taken across the 


hall 


At 3:55 pm Friday afternoon, five 


days after the show opened, a 
clanging was heard in room 1241. It 
was so loud it could be heard all 
over the 12th floor. People rushed 
out of every room asking, “Where’s 
the fire?” 

The alarm was the biggest clock 
Joe could find in a second hand 
store 

It announced that sales had tipped 
the 100,000 mark on Ant Farms. 


> Perhaps some of these promotion- 
al ideas sound corny, but on or off 
the cob, Americans love corn, and 
a good sense of humor, as can be 
proven by these results 

The first six months Ant Farms 
were on the market, 500,000 were 
sold. During the nine days of the 
show, the volume increased over 
100°... The initial orders are only a 


Lobby Activity 
lobby of the New Yorker drew crowds 
who learned about the Ant Farm display 


. A cartoonist in the 


starter to the reorders expected 
during the months to come in every 
city in the nation. 


> A breakdown of the promotion 
costs include: 


Trade ads during the show $1000 
Displays areas $2500 
Stickers in stock no cost 
Cartoonist $ 200 
Models and special dresses $ 480 
Tips to bellboys $ 400 
Lapel ribbons $ 150 


$4730 


There were so many buyers who 
did not get an opportunity to get 
full details about the Ant Farms at 
the show, that a big mailer was re- 
cently sent out, from Hollywood, 
inviting them to request complete 
information. 


> Ant Farms not only walked off 
with a king size portion of all sales, 
but it can honestly be said that it 
was the only “live” item there. No 
pun intended 44 


Functional Display Folder 
Shows New Exhibit Line 


An illustrated folder, introducing 
a new line of “Pre-Planned, Self- 
Contained” exhibits is available 
from Functional Display Inc., New 
York. 

The new displays are of perma- 
nent construction and are available 
in a variety of materials and cus- 
tom-built styling. Seven different 
display styles are illustrated in the 
folder at prices ranging from $380 to 
$939. All prices include the company 
name handlettered across the top of 
the display. 


. for more details circle 106, page 117 





Viewer-Stopping Exhibit 
Based on Money Theme 


A surefire audience-attracter is 
the nicely-framed view of more 
than eleven thousand dollars avail- 
able from A. Mitchell, Chicago. 

Offered on a rental basis, this 
4144x3'4’ unit is listed at $100 for 
one day; $150 for three. It is in- 
sured, and comes with a substantial 
packing case for shipping purposes 

Complete information is available 
from A. Mitchell, 111 W. Jackson, 
Chicago 4. 44 


Novel Booth Registration 
Speeds Inquiry Followups 


A flip of a switch, a few words 
into a “mike,” and presto! Another 
visitor to the Crawford Door Co.’s 
booth at the Home Builders’ Show 
had been registered by a system 
that provided painless prospecting, 
fact accuracy, and follow-ups so 
speedy the first literature frequently 
was waiting for the visitor upon his 
return to the hometown office 

This novel system was created by 
Crawford's advertising manager, 
Carl Anderson. Tired of lost or un- 
decipherable registration cards and 
follow-ups that arrived long afte 
the prospect's buying mood _ had 
cooled down, Mr. Anderson secured 
two new dictating machines from 
Dictaphone. 

Each evening the dictated belts 
covering the day's activities were 
mailed in special mailing packets 
to the company’s Detroit home of- 
fice. There they were transcribed 
and typed immediately and litera- 
ture mailed 44 


Painless Prospecting Novel registra 
tion system using ‘mike and dictating 
machine gave Crawford Door 

troit, accurate prospect fact 


yuiry followuf 


Mayflower sets 
them up...and 


takes 'em down! 
Ne 


One...to 
get ready! 


Two... for 
the show! 


Mayflower Care Saves Costs, 
Gets Your Routed Exhibits 
In Safely... And On Time! 


Find out more about this worry-free way to handle your 
next “routed” exhibit move. It will be planned to your 
requirements. Only a veteran MAYFLOWER driver is selected 

. thoroughly trained in proper care of complete exhibits 

.. expert in meeting over-the-road schedules... resourceful 
enough to cope with any specialized display moving prob- 
lem. Your local MAYFLOWER agent knows the least expen- 


sive way to set it up. Planning ahead saves money, too, so 
: Ff 


why not call him now! 
Ask for “17 Reasons Why" —a practical exhibit guide. 


AERO MAYFLOWER TRANSIT CO., INC. + INDIANAPOLIS, IND. 


AERO 
lower 


WORLD-WIDE MOVERS 
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Semi-Annual 
Editorial Index 


SPECIAL FEATURES 


R)Portrait of Today's Sales Promotion Manager 
on—July, ¢ 3 

ASales Promotion—The Department of Enthu 
W. Frey—July, p. 25 

R)How to Advertise on Theater Screens— Gordo: 


Aug,., p. 19 
An Agency Looks for Talent 


ART & PHOTOGRAPHY 


BHow to Simplify Color Correction 
RS 

Artwork Filing Made Easy—Sam Stunkard—Aug 
How Mobile Filing Saves Time and Space H 

Aug., p. 98 
a Precedents in Using Names and Photos 
How to Pistawrach Ice a 
BHow to Pick a Color Photo 


AUDIO & VISUAL AIDS 


What's New in Audio-Visual Equipment 
Part II, Aug., p. 8 
Sell Your Men on the Value of Training 


July, QR 


@How to Evaluate a Motion Picture 


DIRECT ADVERTISING 


Holiday's Promotion Pieces—Allen ‘ 

How to Plan for Creativity—Edward Mayer 

Direct Mail Produces More hen Direct ‘Reesenen- 
J Ra 1 i Ju 34 

Ampex’ tun Direct ‘Mail Campaigns—Kenneth R Macl 

Aug., p. 88 

New Freedom for Admen in Postal Bill 
Aug,., p. 9% 
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LAYOUT & TYPOGRAPHY 


Type is to Tell and Sell—not Yell 
Tu 89 
— De ‘Type Trends Really Prove? 


63 


Renent from Silvermine Seminar on Type 


Sept 


PACKAGING & LABELING 


Designing for Corrugated—July 58 

8&Twenty- Nine Ways to Measure Packaging Effectiveness 
George J. Bevar Aug 

Packaging . . Today and al pt, x f 

How a Converter's Lab can Help Package Designers 


2 
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A Contest for Plumbers—Betty Aulenbach 
How seotvation Research Sells Furniture 


An Reena Remodels its Headquarters t 28 
RThe Magic City, A Bank's Traveling Exhibit. 
Brussels—A Look at Tomorrow's Exhibit Techniques 


How Unusual Art Sells Wallpaper 

Chevy's Publicity Photos—Dick H 

How to Get Complete Photo- Coverage 
How to Shoot a Happy Dance—Nov 88 
I rong the Fair to Get My Photos Ma 


How Color Riaetiods Will Help You 


RHow to Get More from your Film Budget 
When “Oxon esis for TV—M 


®How Much Should Animation Cost? 


Meet Today’s Mimeograph er : 
A Look at European Direct Mail R 
General Electric's Hidden Value Campaign 


How Carstairs a pl on a String 


Gisholt’ s ics Organs—Bette Ma 
A oyatem for Inquiry Handling 


Sieaens Stuffers Can Turn Customers to Salesmen 


How Ekco Took Three Years to Prepare a Catalog 


®RHow to Get an Effective Christmas Card 


Is Good Typography Worth Paying For? 


Worthington’s Trademark Thinking 


Packaging in France faur I 
R)Do Multi-Packs Boost Volume?. 


A New Concept for Sudden Glory 


How Packaging Licked a Sales Problem 





PREMIUMS, PRIZES & SPECIALTIES 


WRA Basic Guide to Specialty Advertising 
R/How to Plan & Run Successful Contests 
R)The Hit Parade of Advertising Tie-Ins 

R)/Don't Neglect the Bounce-Back Premium 


What Premiums Supermarkets Like — CG: 


Off-Beat Contests Prove Popular 
The Use of Christmas Gifts in Business 


PRINTING, PAPER & PLATEMAKING 

A Guide to Progress in Printing 

R How Billboard Produced an Unusual Insert 
How Capitol Records Uses External Publications 
New Dimensions in Newspaper Inserts 

WA Guide to Saanenny. in en Buying 


Sno are Better than Sine Aa ig., p. 78 
Open House in a Brochure 


The Rockwell House Organ Family 


RADIO & TV PRODUCTION 


The Millionaire Goes on Tour I } 

WRA Basic Guide to Television Communcliie 

An Agency Presentation on Closed-Circuit TV re 
How to Build Public Service around a Television ems 


SHOWS & EXHIBITS 

How to Build a Prize-Winning Exhibit 
AR Album of Exhibit Ideas 1 

105 Ulcer Reducers for Exhibitors 


Salute to the Exhibit Industry 
Exhibits on Wheels t 


SIGNS & DISPLAYS 

R Are You Wasting Your Point-of-Purchase? 
R How to Sian P.O.P. Effectiveness 
Subtle ‘Winasnhed Center Signs at Eastland 


6 What Makes Good P.O.P. Advertising 


Christmas Gift Suggestions—Sept, p. 34 


How Giving Away an Airplane Boosted Sales 


How Cauninng Helped a Supermarket Promotion- 
How Motorola Beat the Braves to Boost Sales 


Report from the Premium Show 
\. 


wr Do's & Don'ts for Premium Buyers—De 
How Sunkist Picked a Premium—Gai! Anderson 
WHow to Spell Success in Your Contest 


How Nutrilite Uses Printing to Sell 
How to Save Money with a Photocopier 


Using eutaanhin Effectively t 
How to Save on Your Printing Bills 
Milwaukee Ad Club’s Torch 


Ronson Brochure Shoots the Moon 


When Paper Does its Part—Nov. p. 6 
WHow to Get a Perfect Printing Job—Fred E. Ke 


How Lightweight Paper Can Lick the Postage 


§ What's Ahead for Photoengraving 


How to Solve Color TV Problems 
A Contest with a Heart—Phil Seitz 
How to Use Humor in Radio Semsnuniciils 


a to Use a Helicopter for Radio Promotion 


Using Droodles to Build Booth Attendance 


How to Amortize Your Exhibit Expense—N r 
Why Johnson Ran an Open House for Suppliers 


Should Sales Meetings be Held at Vacation Spots? 


R Why an Agency Opened its Own Supermarket 
Rock ‘n Roll Reaches Alaska 

How Incentives Get Displays—N 3 

The World's Largest Revolving Clock 


A iessiattins that Won Displays 


i A Basic Guide for Paper Buyers 


W@ A Basic Guide for Advertising Photos 
W@ A Basic Guide to Business Films 

i A Basic Guide to Direct Mail 

BW A Portfolio of Typefaces for Admen 

W A Basic Guide to Packaging 


@ A Basic Guide to Specialty Advertising 


i A Basic Guide to Television Commercials 
i 105 Ulcer Reducers for Exhibitors 

@ What Makes Good P.O.P. Advertising 
How to Save on Your Printing Bills 


W Do's and Don'ts for Premium Buyers 
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Lupe Cpuide amie Imdex of 


Art & Photography Decals Labels & Tags Photoengraving & 


Platemaking 


Direct Advertising Lettershops 


Art Supplies Mailing Lists 


18 
Photographic Equipment 


Display Materials Offset Plates, Presensitized & Materials 


Balloons 


Banners, Pennants 


Display Motors Packaging Materials Plaques 


| Papers, Printing Plastic Plates 
Duplicate Piates 
Binders, Catalog Covers 


Postcards, Color 
Easels, Lecterns 
Binding Equipment & 
Materials 


Premiums & Specialties 


Envelopes 
Calculators, Printed 
Papers, Specialt ; 
P P y Presentation Material 


Camera Lucida Exhibit Moving M A | . 


Clipping Services Fluorescent Inks & — Printing 
Materials 


Control Planning Aids Paste-Up Type 


Gravure Services 


Photo Lettering & 


Conventions & Exhibitions Typesetting 


Projectors 


110 


Ink, Screen Process Photo Prints, Quantity 
Copyfitting Aids Screen Process 


64 
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Adwertisers 


Self-Sticking Specialties 


Sign Materials 


Signs & Identification 
Materials 
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39 
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32 


Inside Front Cover 
71 

33 

Back Cover 


Signs, Metal Turntables, Display 


Signs, Plastic 
Typefounders 


Inside Front Cover 
33 


Signs, Porcelain Enamel 


Stock Art Typography 


Stock Photos 


ALPHABETICAL INDEX 


Visual Aids 


Window & Store Displays 
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32 
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116 
Back Cover 
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Fyfewel Sources for 


Services and Supplies 


MANIKINS 


RENT A GLAMOR GAL 


work all day—and 
night without yetting 
Madisonia provides 


perfect ladie 


MADISONIA MANIKINS, INC. 


New York CHICAGO DALLAS 
152 W. 25 St 11 S. Desplaine 3007 Canton St 
Chelsea 3-1550 Dearborn 2-6818 


ENGRAVINGS 


) 
be wa PHOTO ENGRAVING CO 


A COMPLETE 
ae Sena a 8 


DECALS 


VIBRANT 
LONG LIFE 


LD USS Ys 


MADE TO YOUR SPECIFICATIONS 
ell z 


ALLIED hited 8422 HOUGH AVE. 


CLEVELAND.3,OHIO 


Atl SUrrLicsS 


NELSON 


BRISTOL BOARD 


5 mira 


serena 


=" Bienfang Paper Co., Inc. 
7 metuchen, new jersey 
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Riverside 7-1937 


COLOR POST CARDS 


NATURAL COLOR 4 
3. “Ty POSTCARDS Sik 4 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8" « 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List and Somples 
CORONA COLOR STUDIOS 
W. 46th St New York 36,N.Y 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
eeeeeeeeoeoooeee 
TEL-A-STORY, INC. 
Dept. A-1 523 Main Street, Davenport, lowa 


A TECHNIQUE FOR PRODUCING IDEAS 


Where do the moneymaking ideas 


come from—those ideas which make 
successful novels, radio and tele- 
vision programs, moving pictures, 
sales campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 


in describing the way the mind 


Advertising Requirements 
200 E. Illinois St., 

Chicago 11, Ill. 
Gentlemen: 


Please send me on 10-day money-back guarantee 


“A Technique for Producing Ideas.” 


Enclosed is $. .. 
Name 
Company 
Address 

City 


works in all creative people. He 
gives you the formula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced.” 

Enthusiastically endorsed by sales 
managers, editors, college professors 
and students, poets, advertising men, 
salesmen and business executives 
who have read it. Send for your 
copy of A TECHNIQUE FOR PRO- 
DUCING IDEAS now. Only $1.25 


postpaid. 


.copies of 


Zone ... State 





1Q1/Circle on Readers’ Service Card 
Show Site Service 

. . - Gardner, Robinson, Stierheim & Weis 
Inc. offers a folder on its branch plant 
opened for the 1959 Oil Show. (Page 82) 


102/Circle on Readers’ Service Card 

New Haas External 

. . « first issue copies of “Display Ways,” 

are available from Haas Displays Inc. 
(Page 106) 


103/Circle on Readers’ Service Card 
Band-It Brack-Its 

. . « literature on a new mounting device 
for any size sign, to any size pole or ob- 
ject, is offered by the Band-It Co. (Page 33) 


104/Circle on Readers’ Service Card 
New Plastic Letier Style 

. . « details on its new Esbro Classic face 
and other plastic letters are in the Ictest 
catalog from Spanjer Brothers. (Page 33) 


108 /Circle on Readers’ Service Card 
New P.O.P. Monthly 

. - « details on “Pocketnews,” a monthly 
newsletter for the p.o.p. field, are avail- 
able from Point-of-Purchase Advertising In- 
stitute. (Page 33) 


106/Circle on Readers’ Service Card 
New Exhibit Folder 

. « » Functional Display Inc. offers an illus- 
trated folder on its new line of preplanned, 
self-contained exhibits. (Page 110) 


107/Circle on Readers’ Service Card 
Action Line Specialties 

. . . two dozen molded plastic items, useful 
as specialties, are described and priced by 
Art-Mold Products Co. (Page 72) 


108/Circle on Readers’ Service Card 
Perpetual Webcalender 

. . » Webco offers samples, prices and de- 
tails on its dial-design calendar. (Price 72) 


Use these return cards 
for your copy of publications 
mentioned on this page 


ar RV procera tts 


Requirements 


* Send for these free helpful selling tools 


109/Circle on Readers’ Service Card 
Printed Specialty Ideas 
- a case-history booklet on printed spe- 
cialties is offered by Prentice-Hall Inc. 
(Page 72) 


110/Circle on Readers’ Service Card 

Silk Screen Supply Catalog 

. . - Atlas Silk Screen Supply Co. has is- 

sued a new comprehensive catalog listing 

various silkscreen process supplies. 
(Page 40) 


111/Circle on Readers’ Service Card 
Trade Gothic Extended 

. advance showings of the new Trade 
Gothic Extended may be obtained from 
Mergenthaler Linotype Co. (Page 93) 


Readers’ Service Dept. 


7701 


Please have the following sent me: 
101 102 103 104 105 
106 107 108 +109 +~=«110 
WW1s112—sd03s—sd4d 
1146 «6©117) «118 )=6119~—Ss:*1:20 
tar. Van Vas Ve US 
126 6127 
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112/Circle on Readers’ Service Card 
News Gothic Bold Sample 

. . -» American Type Founders will send a 
sample showing of its new News Gothic 
Bold in all available sizes. (Page 94) 


113/Circle on Readers’ Service Card 
Melior Sampling 

. Philmac Typographers will send a 
two-page specimen sampling of its Melior 
face in regular, italic, semi-bold and bold- 
condensed. (Page 94) 


114/Circle on Readers’ Service Card 
Californian Folder 

. . a four-page folder from Lanston Mono- 
type Co, features a specimen showing of 
Californian, designed by Frederic W. 
Goudy. (Page 94) 
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115/Circle on Readers’ Servi Sard 118/Circle 
Free Photo Brochure 


on Readers’ Serv ‘ar 121/Circle on Readers’ Service Card 
Lost Customer Bulletin Grass Roots Placement 

. a 12-page brochure suggesting source: . . samples of > I . a mat publicity service aimed at rural 
or free photographs is available from rvailable from the Diré {ail Advertising newspapers is described by Master News- 


Better Impressions Inc (Page 61) ; (Page 75) paper Syndicate Inc. (Page 79) 
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116/Circle on Readers’ Service Card 119/Circle on Readers’ $ ce Card 


ec a ; 122/Circle on Readers’ Service Card 
Vertical File feGuve Valaleg Saverpes Double-Duty Envelopes 


P old Corp. offers additi in- amples of creative catalog envelopes : : ; ; te 
- Plan Hold Corp. offers additional in : : . an idea kit from Direct Mail Printing 


a ee ee a storing _ ee jean ’o, offers samples, prices and complete 
— a age 64) details on its line of double-duty envelope 
mailers. (Page 79) 
117/Circle on Readers’ Service Card 120/Circle on Readers’ Servi 
Carbon Ribbon Erasers Ringing Doorbell Booklet 
. . » Weldon Roberts Rubber Co. will send . . .» The hows and why t 123/Circle on Readers’ Service Card 
samples of two erasers recommended for earch operation are described in a new Best Business Letters 
erasing copy typed with carbon ribbon. soklet from i-Continent Surveys. - @ collection of business letters are 
(Page 64) (Page 78) available from American Automatic Type 


writer Co. (Page 79) 


124/Circle on Readers’ Service Card 
Release Service Brochure 


I 


brochure, detailing its release serv- 
ice, is available from Associated Release 


Postage Service Inc. (Page 79) 
Will be Paid 
by 
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TV Survey Report 
. - clearcut facts on how to get free busi- 
ness films accepted by tv station managers 


BUSINESS REPLY CARD 


are outlined in a survey report from Mod- 
First Class Permit No. 9S, Sec. 4.9 P. L. & B, Chicago, Ill. 


ern Talking Picture Service Inc. (Page 104) 
Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, Hl. 


12G/Circle on Readers’ Servic 
Continuous Control Board 

. details on “Rol-a-Chart,”” a new con- 
tinuous control board, are available from 


Conley, Blatzer & Steward. (Page 104) 


127/Circle on Readers’ Service 
Papermaking Brochure 
- an ilh 


making process is offered by Wausau 
Paper Mills Co. 
7701 NAME Paper Mills (Page 58) 
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NO ONE CAN Match THE Brilliance oF 


ULLMAN GRAVURE 
FULL COLOR PLASTIC 
TRANSPARENCIES! 


Your 
Box-maker 
supplies 
the 
Shadow 
Box. 


ULLMAN 
makes 
the 
Transpar- 


encies. 


Lucky Loser Brewing Co. 


@ More and more advertisers are using shadow boxes with light 
behind a color transparency. These receive instant dealer 
acceptance for good store positions and they DO tell your 
story dramatically. The best shadow box is only as good as the 
transparency it illuminates. Try UUman Gravure for 
traffic stopping transparencies. 

We reproduce any kind of picture copy on clear plastic, 
print on both sides of the plastic in perfect register so there 
is a dynamic color build-up in front of light—there is 

no printing screen in our process to break up the 
continuous tone picture. If the light fails, the picture is 
colorfully brilliant. A light-refracting surface is built 
right into Ullman Gravure transparencies. This gives the 
lighted picture a great luminosity not apparent in 
other processes. Guaranteed will not fade. 

Will not wrinkle or warp. 

Any size up to 37” x 49”. Economical from 

200 pieces to any quantity. 


Winner of 3. N. Y. Employing Printers Ass'n Awords. 


canon 4ET US SHOW YOU HOW TO 
kigh?—-Up-Youyr Promotion Program 
Writetor descriptive literature and 

samples of Ullman Transparencies. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 
A division of The Ullman Company, Inc. ° Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES—SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 





